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TO CELEBRATE 90% YEAR OF AMERICA’S FINEST SILVERPLAT 
.. SPECIAL 90-PIECE SETS . . $32 Jubilee Saving to Your Customer 


TT Jubilee Special . . . a master service Featured in Radio Broadcasts 


of eights or twelves . . . ninety gleam- | , es 
ing pieces in a gorgeous solid wood cab- and Magazine Advertising 











inet . . . to retail at $79.50. With it you The Jubilee Special will be spotlighted in the} 
offer your customers a Jubilee saving of $32.00 1847 Rogers Bros. half-hour weekly radio enter 
from open stock price. tainment as well as in the four-color full-page ne 


N P . tional magazine advertising. Tune in each Sunday 
ym Service for Eight are paaienees to hear Josef Cherniavsky, the Musical Camera and 
$79 hf) ) | | bf the 1847 Girl . . . at 4:30 Eastern Standard Time- 


No. 4990/12 
_ 90-piece Service for Twelve NBC network plus W LW, coast to coast. 
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2 Nowe faster Selling Cfoods 


USE THIS 

BIGGER AND 
UP-TO-DATE 
CATALOGUE 


FOR 1937 













SENT TO 

RETAIL 

JEWELERS 
ONLY 


Have You Received Your New 1937 Benj. Allen & Co. Catalogue? 








The 1937 copy of the Jewelers Right Hand 
Man is filled with a complete line of the new- 
est and finest in merchandise for the jeweler— 
profitable sellers. 

The B. A. & Co. catalogue will enable you to 
choose from a compact presentation of the 
newest and most appealing jewelry on the 
market. 


Keep your copy of the Jewelers Right Hand 
Man handy and you will not have to miss a 
sale. 

Use it to fill in your stock with fresh, new 
items of merchandise. 

For better service and better profit use the 
B. A. & Co. catalogue. 


BENJ. ALLEN & CO., inc. 


The Silversmiths Building 


10 SOUTH WABASH AVE. 
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SPEAKING OF 
THE _Jeweiry ‘Rape 


a speaking of the 
present trend toward buying more of 
the moderate priced costume jewelry 
in the jewelry store, H. Hastings 
Hale of Brock & Co., Los Angeles, 
Calif., remarked: “Blue is the great 
surprise color this season, not only in 
jewelry but in women’s wearing ap- 
parel. Sapphires and Lapis lazuli have 
really come into their own in costume 
jewelry. Their price level is rather 







Yes MADAM 
$SDy JADE 5 
v * eoputar/ 
bo — 





important, as both gems are above 
what the department stores feature. 
Turquoise Blue, blue agate and chal- 
cedony are also very popular. Green 
jade is very good, for there are many 
green suits being worn this Fall. 


© © 


dd 
‘th finest thing 


in the world to keep a young fellow 
out of mischief is to encourage him 
to play some sort of a musical instru- 
ment, then to have him join a worth- 
while musical organization,” declared 
James G. Donovan, Donovan & Sea- 
man, Los Angeles. To look at this 
eminent, respectable jeweler today, 
one would never suspect he was the 
first man to bring a saxophone into 
the sovereign state of California. 
Seriously, as a lad working in the 
Illinois watch factories, Mr. Donovan 
played the bull fiddle in the 90-piece 
Elgin watch orchestra, then the same 
instrument in the 60-piece orchestra 
when he moved to Rockford. In those 
days the hours in the watch factories 
were from seven to six, so the fellows 
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who played in the bands and orches- 
tras had long hours. In the band Mr. 
Donovan played anything from a sax 
to an alto horn. Now in more ma- 
ture years, he recommends the study 
of music as a hobby to young folk, as 
from his experience he knows this 
will bring pleasure in later years. “In 
the old days we had to make our own 
music, now at the turn of the dial 
one can have the finest music at one’s 
command. In the early days here in 
Los Angeles, I found I could not try 
to run a jewelry store and play in 
orchestras nightly, so my musical 
career was discarded in favor of my 
greater love for the jewelry business,” 
concluded this well-known jeweler. 
And so “doubling in brass” became 
doubling in “gold.” 


oe > 


A man who has been 


in the manufacturing end of the 
jewelry business for over 40 years has 
written a letter to THE JEWELER’S 
CircuLAR-KEYSTONE in which he 
points out some of the faults and 
abuses now existing in the manufac- 
turing, wholesale and retail branches 
of the trade, as he sees them. These 
faults he lists under the three general 
headings as follows: 

First—The soliciting of private 
work by manufacturers to the det- 
riment of the retail jeweler. 

SzrconD—Selling by wholesalers 
to persons outside of the trade, and 
in some instances at wholesale 
prices. 

Tuirp—Failure of retail jewel- 
ers to support their local manu- 
facturers. 

It is pointed out by our correspond- 
ent that, “the soliciting of private 
work or selling to individuals by the 
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The jewelry on this cover of The Jewelers’ 

Circular-Keystone is shown through the 

courtesy of Oscar Heyman & Bros., New 
York. 


manufacturer robs the retailer of his 
legitimate profit and lowers prices. 
This, in turn, hits back to the manu- 
facturer, he says, so that his profit is 
cut. If the retailer must cut his price 
in competition with the manufacturer, 
it follows that he will not be able to 
pay the manufacturer the price that 
the manufacturer must charge in or- 
der to make a profit. Thus has been 
established a vicious circle by which 








prices become lower and everybody 
loses. 

“The custom of some wholesalers 
selling at trade prices to people out- 
side the jewelry trade is one of the 
worst evils of present day merchan- 
dising,” he says. This practice, he 
points out, forces unfair competition 
upon the retailers who have to com- 
pete with vest pocket wholesalers. 
These men sell jewelry as a side- 
line and having purchased it at whole- 
sale, sell at such small profit that the 
legitimate retailer cannot compete be- 
cause of his cost of doing business. 
Wholesalers should sell only to bona 








fide retail jewelers or if they must 
sell at retail should charge retail 
prices. 

Our correspondent complains that 
many retail jewelers fail to support 
their local manufacturers. He says 
that they peddle their work from one 
shop to another in order to get the 
lowest possible price and that this re- 
sults in many small shops all competing 
for the work and no one getting a 
fair profit. This competition tends 
to force the manufacturers to go after 
private trade in order to keep in busi- 
ness, and this action is detrimental to 
the retailers. 

Another complaint is that retailers 
often hold memorandum merchandise 
an unreasonable length of time and 
that this practice should be stopped. 
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Arthur Tateosan, who operates 
a credit jewelry store in Los An- 
geles, said: “In the field of merchan- 
dising, the institution of credit sell- 
ing has earned its position. There 
are those who continually refer to 





the credit plan of operation as a de- 
cidedly modern idea. Credit is not a 
condition peculiar to the present era, 
but rather has been a most persistent 
factor in merchandising since the 
dawn of trade itself. It has ever been 
a serious question in business. How- 
ever, now we have shackled this un- 
ruly problem and have learned a 
great deal about it. In return we 
have learned to become more human 
—and now we have humanized our 
business. We have unearthed new 
strata of human faith, new fields for 
the distribution of our wares. 


“Jewelers have passively permitted 
the barrier of ‘luxury’ to be built up 
about us, and every jeweler must be 
familiar with this age-old classifica- 
tion as attached to his stocks. It is 
not necessary to dwell on the sales 
resistance that must be overcome 
through this attitude of the public 
mind. 


“Commodities that were once con- 


sidered luxuries are absolute neces- 
sities today. The wedding ring is a 
notable example of the power of cus- 
tom. Who in all society has the cour- 
age to say the wedding band is a 
luxury? Repetition of use through 
ownership, prevailing custom, and 
educational publicity emphasizing 
utility value—if within the purchas- 
ing power of income, cash or credit— 
will place anything under the sun 
into the field of necessities. Deferred 
payments in a large measure have ac- 
complished this task.” 


© > 
o™ of the most difficult 


problems in selling is making the best 
use of one’s time. Most traveling 
salesmen realize there are only about 
four hours each day in which pros- 
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pects may be solicited . . . from 10 
to 12 in the morning and from 2 to 
4 in the afternoon. The average ex- 
ecutive, and rightly so, prefers to 
look over and to attend to the morn- 
ing’s mail before interviewing sales- 
men, while in the afternoon it is 
rarely convenient to see salesmen be- 
fore two o'clock. 


Then, again, a salesman very fre- 
quently wastes a lot of time, if he is 
not calling by appointment, by reason 
of the fact that the person whom he 
wishes to see may be engaged with a 
customer, or for other reasons, but no 
one takes the initiative or trouble to 
suggest that he return at a later date. 
The other day your correspondent 
chanced to call upon a prominent 
jeweler, whereupon a bright young 
lady stepped up and said: “If you 
are waiting to see Mr. W. , he’s 
terribly busy today . . . would you 
mind stopping in tomorrow morn- 
ing?” That young lady had a kindly 
appreciation of a salesman’s time. 
She was not only courteous but tact- 
ful in suggesting a definite time for 
the interview. 

Selling is the hardest job in any 
organization. It’s the boys on “the 
firing line” that most frequently 
“take the rap.” As the holiday season 
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approaches, it will become increas. 
ingly more difficult for traveling 
jewelry salesmen to meet the trade. 
Just a little more thoughtfulness on 
the part of you and you and you will 
help a whole lot. 
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—_ Wilkens & Co,, 


prominent credit jewelers operating 
large stores in Pittsburgh, East Pitts. 
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burgh and Ambridge, Pa., did an 
unusual piece of advertising a while 
ago. Taking full-page space in the 
Pittsburgh newspapers that day, the 
company used the entire space to fea- 
ture, with photographs, fourteen sets 
of twins which were to appear over 
the Wilkens Amateur Hour the fol- 
lowing Sunday over station WJAS, 
Pittsburgh. Not a single piece of 
merchandise was illustrated in the 
advertising and much was made of 
the fact “one full hour amateur show 
—nothing but twins.” 


The Wilkens company, of which 
Gus Bastheim is president, has been 
on the air now for about two years 
with an hour’s program every Sun- 
day. They employ a regular master 
of ceremonies, hand out cash and 
merchandise prizes to the winners 
and bring many of their friends and 
customers into the studio to hear the 
broadcasts, with admission by ticket 
only. A battery of telephone oper- 
ators count the votes, in Major 
Bowes style, and the company has 
been remarkably successful in mer- 
chandising their products. 
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Hee feeling for 


splendor in this season’s clothes has 
already been reflected in accessories, 
and will be even more noticeable as 
it progresses,” says Royer, 20th Cen- 
tury-Fox designer. This designer, 
who has been dealing in elegance, so 
to speak, while creating the costumes 
for “Lloyds of London,” believes 
that much of this feeling started with 
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the acceptance of the Empire and 
Directoire modes for modern clothes, 
will be sustained by the coming coro- 
nation in England, and lastly and 
more importantly is a feminine ges- 
ture against an accumulation of talk 
about financial and social upheaval. 

“Jewelry, both semi-precious and 
precious, is showing a distinct revival. 
An instance of the Empire influence 
in the new evening jewelry fashions, 
and a very charming one is the use 
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of flower sprays in the hair. Many 
of these are all-diamond, which show 
up well in the coiffure, and others at- 
tempt to simulate the colors of the 
bouquet. 

“The exaggerated decolletage is 
destined to stimulate the return of 
necklaces of a more intricate order 
than in many seasons, and for similar 
reasons many strands of pearls will 
be seen. Daytime handbags are al- 
ready showing something of the ele- 
gance and novelty achieved by the 
more glorified variety for evening. 
Puffings and shirrings, expensive 
metal, jade and coral closings often 
mark them. 

“For evening, the Empire influence 
will again be at work in ‘reticule’ 
bags, such as those employing seed 
pearls embroidered on white velvet 
with a ‘bracelet’ handle of gleaming 
rhinestones.” 

Royer also predicts envelope bags 
of jewel velvets with “crest-like” 
monograms in gold embroidery, or 
jewels as according with the richness 
of evening costumes. 


® © 
A. C. Possin 


of the Boszhardt-Possin, Milwaukee, 
Wis., gives some practical advice to 
retail jewelers in the following mes- 
sage: 

“Your best selling season of the 
year—the holidays—is just around 
the corner again, and I believe it will 
reward you well to give it some 
thought now. 

“If you will make a sincere effort 
now—to plan your selling campaign 
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—feature quality merchandise—keep 
your store and windows attractive 
and interesting—spend a small per- 
centage of your anticipated sales on 
advertising, I confidently predict you 
will enjoy the Merriest Christmas 
and Happiest New Year since 1928.” 
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This one relative 
to a jeweler acting as a helper to 
Dan Cupid was told by W. E. Phil- 
lips, whose jewelry store is in Los 
Angeles, Calif.: 

“A young fellow came into my 
store,” relates Mr. Phillips, “who 
was accompanied by a young lady. 
While seated at the watch case look- 
ing at women’s watches, mention was 
made of the beautiful diamond en- 
gagement rings in an adjoining case. 








When the rings were shown, the 
young man asked if she would rather 





PROFITS 


—National City Bank of New York 
presents a report showing that a 
group of 285 industrial corpora- 
tions showed total net profits of 
approximately $554,000,000 for the 
first half of this year. 


—Or an increase of 62.6 over $341,- 
000,000 profits in the first half of 
1935. 

—And chances are that profits for 
the second six months of this year 
will exceed the first half. 

—It’s true that not all businesses or 
business groups are profiting in 
like proportion. 

—Industries favored by unusually 
heavy demand, such as Railway 
Equipment, Machinery, Household 
Goods, Building Materials, Auto- 
motive and Petroleum are making 
the best showing. 

—But a “natural” recovery is under 
way and, barring unforeseen acci- 
dents, all business should move 
forward during the next year or two 
at least. 


an ak 
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have a ring than a watch and, as the 
answer was ‘yes,’ the sale was made 
then and there. 

“Two things stand out: Obviously 
the fellow had no idea of being en- 
gaged when he came into our place. 
The other more practical aspect of 
this tale is the value of showing re- 
lated items near each other. We have 
always found that showing watches 
near our rings always helps the sale 


of both.” 
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Md 
Style and Quality 


are now the first thoughts in the 
minds of our patrons. This decided 
trend has definitely been growing for 








the past year, so we can now safely 
say the price is no longer the first 
consideration of a customer of ours. 
We are not showing any considerable 
increase in the number of sales being 
made, but it is most encouraging to 
note the greater increase in the value 
of sales units. Small bridal sets are 
much less active this fall, as our 
customers are buying the better kinds; 
then, too, they are going into better 
prices in sterling, watches and gems. 
In our sterling flatware department, 
for example, we have been steadily 
building up our stock with some ex- 
cellent sales results. Much of this 
building-up process was by the means 
of carrying good sample pieces which 
made an impression on the trade as 
to the completeness of our stock of 
sterling. 

“This store never did cater to the 
accommodation lines, so we are doing 
what we can to further the public 
interest in better merchandise. So far 
we believe we are fairly successful. 
Without wishing to be the least bit 
prophetic, we here can foresee no par- 
ticular reason why this trend toward 
the better merchandise should not 
continue. Business is not perfect by 
any means, but the showing of in- _ 
creases each month is most gratify- 
ing” is the cheerful message of 
Harold J. Lewis, the C. C. Lewis 
Jewelry Co., Long Beach, Calif. 
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Map shows 1935 sales volume in thousands of dollars, for each state, together with the percentage changes from 1933. Economists predict that 
jewelry sales in 1936 will total more than $300,000,000. 


1935 Sales 33% over 1933 


Retail jewelry sales in the 
United States in 1935 exceeded $233,001,000, an in- 
crease of 33 per cent over 1933, according to a prelim- 
inary nation-wide summary of the current Census of 
Business, which also revealed a substantial increase of 
employment in the retail jewelry industry, coupled with 
a payroll increase of 19 per cent. 

The census reported 12,390 jewelry stores, an apparent 
decrease of 13 per cent from 1933. There really was not 
a shrinkage of nearly 2000 jewelry stores during that 
period of general retail recovery, because strict application 
of the so-called ‘50-50 rule” in the current census to 
those concerns doing jewelry merchandising and also re- 
pair work resulted in the classification as service estab- 
lishments of many concerns which were classified as retail 
stores in 1933. The 50-50 rule and the effect of its 
application in the 1935 census and its omission in the 
1933 census will be explained later in this study. 

The Pacific states had largest gain in jewelry sales 
over 1933, with an increase of 54 per cent. The Moun- 
tain and East South Central were next with 52 per cent 
increases. Jewelry sales in the West South Central states 
increased 43 per cent; West North Central, 34 per cent; 
Middle Atlantic, 29 per cent; New England, 31 per cent; 
South Atlantic, 25 per cent, and East North Central, 24 
per cent. 

Increases, ranging from 15 per cent to 97 per cent, 
were recorded in all but two states; Illinois and Mary- 
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land showing decreases in jewelry sales of 9 and 6 per 
cent respectively. In Illinois, the 1935 figures are affected 
by a known under-enumeration in the city of Chicago, 
where field work is continuing. Field work also is con- 
tinuing in Maryland, and there will be additions to the 
present figures when the final report for that State is 
closed. 

The Atlantic Seaboard states accounted for 29 per cent 
of the total retail jewelry sales; the Middle Western for 
18 per cent. 

Pacific states did 11 per cent of the total jewelry busi- 
ness; South Atlantic, 10 per cent; New England and 
West North Central, 9 per cent; West South Central, 
7 per cent ; East South Central, 4 per cent, and Mountain, 
3 per cent. Pacific and Mountain states gained in per- 
centage of total sales, with fractional losses for eastern 
areas. 

New York State still claims the lion’s share of the 
nation’s jewelry business, with 1935 sales volume of 
$44,045,000, or 18.90 per cent of the total. This repre- 
sents a decrease from 19.14 per cent of the total in 1933 
and 22.49 per cent in 1929. 

The average annual sales per store in 1935 amounted 
to $18,805, compared with $12,231 in 1933. 

The number of employees reported to date increased 
from 20,338 in 1933 to 25,571 in 1935, although the 
former number includes only full-time employees and the 

(Please turn to page 64) 
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RETAIL JEWELRY DISTRIBUTION: 1935 
Employ- Percent of Total 
ees (full- Pay Roll* Jewelry Store 
Active |time and (add 000) Sales 
STATE Proprie-| part- 
Number| Sales | torsand| time) 
of firm | Average Full- Part- 
Stores |(add 000)|members| for year| Total time time 1935 1933 
UNITED STATES 12,390 |$233,001 | 11,077 | 25,571 | $35,294 | $33,991 | $1,303 | 100.00 {100.00 
NEW ENGLAND 958 | 21,962 809 2,609 3,537 3,404 133 9.42 9.52 
eee ree 218 4,922 158 563 879 857 22 2.11 1.97 
ke arb ingle aad ink Ww 120 1,366 115 156 189 181 8 .58 .64 
Massachusetts............. 447 | 12,630 382 1,511 1,962 1,880 82 5.42 5.77 
New Hampshire........... 66 732 66 68 77 72 5 .32 .32 
Wiods Ieland.............. 51 1,788 32 244 357 345 12 77 .57 
ee 56 524 56 67 73 69 + 22 25 
MIDDLE ATLANTIC 3,007 | 68,592 2,597 6,685 | 10,013 9,718 295 29.44 30 .32 
re 374 5 , 862 311 612 821 795 26 2.52 2.90 
ge See 1,621 | 44,045 1,353 3,913 6,327 6,191 136 18 .90 19.14 
Pennsylvania.............. 1,012 | 18,685 933 2,160 2,865 2,732 133 8.02 8.28 
EAST NORTH-CENTRAL 2,681 | 42,219 2,429 4,991 6,614 6,252 362 18.11 19 .38 
ETS eee Pee 677 9,398 632 1,071 1,356 1,281 75 4.03 5.89 
Ree te 337 5,041 307 631 747 715 32 2.16 2.01 
SS sn oceeavewsnnees 479 9 ,222 436 1,016 1,423 1,330 93 3.96 3.68 
errr Te 757 | 13,779 664 1,714 2,439 2,323 116 5.91 5.64 
eee ea eee 431 4,779 390 559 649 46 2.05 2.16 
WEST NORTH-CENTRAL 1,632 | 19,984 1,562 2,206 2,714 2,607 107 8.58 8.51 
ere ee 375 3,317 374 355 392 369 23 1.42 1.45 
SN: «va senenscexeunaws 218 2,507 209 269 309 296 13 1.08 1.21 
Ds 6s vexacsewsnes 354 4,514 330 485 682 659 23 1.94 1.87 
I ak icin a link ig Sw Wl 361 6 , 362 326 763 972 942 30 2.73 2.47 
eee 183 1,895 187 202 209 199 10 81 .85 
North Dakota............. 67 706 66 63 62 56 6 .30 .35 
South Dakota............. 74 683 70 69 88 86 2 .30 31 
SOUTH ATLANTIC 1,131 | 23,374 938 2,924 3,852 3,747 105 10.03 10.67 
PR. 6s oo ci shades ex's 33 622 25 79 104 102 2 -26 .25 
District of Columbia... . . 71 3,285 56 296 453 447 6 1.41 1.22 
eee 172 3,279 126 386 529 512 17 1.41 1.61 
as ss goa ainda GE 150 3,160 125 462 587 575 12 1.36 1.34 
eT Tere 129 3,310 107 440 598 587 11 1.42 2.01 
North Carolina............ 175 3,068 153 384 447 420 27 1.31 1.29 
South Carolina............ 89 1,294 77 171 188 181 7 .56 .61 
ree 173 3,719 143 514 721 708 13 1.60 1.64 
West Virginia.............. 139 1,637 126 192 225 215 10 .70 .70 
EAST SOUTH-CENTRAL 461 9,054 418 1,184 1,407 1,357 50 3.89 3.40 
I san. ky oa bs WER ws 127 2,162 121 301 317 296 21 .93 84 
SS ee 138 2,605 125 281 357 346 11 1.12 .98 
Mississippi................ 62 719 54 112 110 105 5 31 .30 
re eee 134 3,568 118 490 623 610 13 1.53 1.28 
WEST SOUTH-CENTRAL 815 | 15,173 756 1,842 2,317 2,248 69 6.51 6.08 
NG cue ak kaso kme a wes 84 993 81 142 145 136 9 43 45 
6 sia d anise enn: 130 2,714 106 384 483 475 8 1.16 1.01 
I ios Ga nh ea w'ahe 166 2,326 149 274 295 284 11 1.00 .92 
DT aA ohn Gach « dternnaee' 435 9,140 420 1,042 1,394 1,353 41 3.92 3.70 
MOUNTAIN 432 7,052 378 799 1,055 1,011 th 3.03 2.65 
(SSP, eee 37 641 34 84 106 99 7 .28 .26 
I dle Gk ein hee i'd ope 146 2,750 127 319 442 431 11 1.18. 1.00 
RRR Rte 62 638 52 63 78 75 3 27 .28 
; I icles us wie eens 76 896 68 101 120 111 9 .39 .36 
eee 14 331 13 35 55 52 3 14 .12 
f New Mexico............... 25 450 22 48 62 59 3 19 13 
eee 38 928 30 116 151 145 6 .40 34 
es che ea as 34 418 32 33 41 39 2 .18 16 
PACIFIC 1,273 | 25,591 1,190 2,331 3,785 3,647 138 10.99 9.47 
GEER a ees 900 | 19,901 827 1,758 2,943 2,834 109 8.54 7.37 
OS Sn 150 2,251 153 237 329 314 15 .97 .74 
WMO, 5. wink vc ca ces 223 3,439 210 336 513 499 14 1.48 1.36 


























* Includes no compensation for proprietors and firm members of unincorporated businesses. 
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The star at Christmas time 
is the symbol of promise fulfilled. ‘“‘And lo, the star, which 
they saw in the East, went before them, till it came and 
stood over where the young child was.” No other story is 
so beautiful to the Christian world. “When they saw the 
star they rejoiced with exceeding great joy.” Our every 
association with stars excites our wonder and our admira- 
tion. If every falling star from heaven was caught and 
imprisoned in the earth’s sapphires and rubies, these stones 
could be no more wonderful than they are in fact. Stars 
of light embedded in stones of surpassing beauty! These 


* 


+ 


ISTMAS 


precious gems are rightfully the Christmas star-stoneg) 
The jeweler would be lacking in respect for the occasion: 
and lacking in appreciation of the breath-taking beauty ¢ 
sapphire and ruby stars if he-failed to present these jewelg 
in this most appropriate light. 

The star sapphire and star ruby display accompanying) 
this article shows a dramatic picture of a star in the back 
ground. A pattern of this star was made, from which @ 
number of similar stars were then cut, simply, out of 
white blotting paper. The paper stars are laid in graceful” 
curves on a purple mirror floor. On each star is laid a 


The Christmas spirit is captured by Polly Pettit in this window display as well as the one on the opposite page, both done for Black, Starr & Frost-" 
Gorham Co., Inc., New York. d 
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A star motif dramatizes a star stone display in this brilliant contribution to holiday merchandising 


jewel with a star stone. The whole effect is one of bril- 
liance, subtly augmented by tall candles suggesting light. 
One star stone is exhibited under a magnifying glass. 

Christmas is the season of giving, but of giving fine 
gifts. “And when they were come into the house, they saw 
the young child with Mary, His Mother, and fell down, 
and worshipped Him: and when they had opened their 
treasures, they presented Him with gifts: gold, and 
frankincense, and myrrh.” 


“It is more blessed to give and the spirit of giving 


fine gifts is beautifully expressed in the following window 


copy, “Christmas giving had its gracious origin in the 
Gifts the Magi brought. Precious gifts were ighest 
tribute then, as now Nor should the jewels erlook 
the beloved story of the camels that bore the Wisemen 
with their wifte lhe eter hese been told man re 
Pittures familiar to all TT wrure will bea 

Wetimony to the followin ks mv togethe 
Pieentation of your finest 

warry : byt ' ‘i. 

PH ee ter ite Vind 

bring: 
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fashioned here into peerless jewels for this the season of 
your Christmas giving.” 

Jewelry windows should be bright with color, and ap- 
pealing to the true sentiment of Christmas which is 
giving. Shakespeare has given us a priceless line which is 
applicable to Christmas giving: “Win her with gifts, if 
she respect not words; dumb jewels often in their silent 
kind, more than quick words, do move a woman's mind.” 
This sentiment was used with the Christmas display on 
the opposite page, showing oculists’ gazing balls on a red 
silk shawl reflecting in their brilliant surfaces a variety of 
fine jewels. Stare reflected in these bright silver balls 
would lend emphasis to the “star” story and make « 
ylamorous setting for your Christmas star stones the 
tremulously lovely star sapphires and rubies 

I he penerert tia with ts bright star like flower lends 
teelf admirably to a window pattern tor the dieplay of 
ewe! ware This plant hecomes increasingly papula: 

nd now matches holly as the (hrteteee eveniel lt i 

to retam ite beauty for the entire duration 
wt and dark ereen turnieh the 


we brewnes 

















Put Your Stock in Order 


HE Christmas buying season is 

about to begin but it is a fact that 
stocks of retail jewelers generally are 
not yet sufficiently complete to meet 
the actual buying needs of their cus 
tomers if the buying of Christmas 
gifts should actually commence now. 

Gift buyers are not going to rush 
into jewelry stores and purchase the 
first thing they see. There are many 
merchants selling other lines who are 
just as anxious to capture holiday dol- 
lars as are the jewelers. Therefore 
stocks should be carefully selected and 
displayed with particular care. 

The retail jeweler who depends 
upon obsolete stocks to attract Christ 
mas trade will find himself behind in 
the race for business. Be sure that if 
vour offerings are not in accord with 
the demands of your trading area that 
you place orders at once. 


© 
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Stick to Your Last 


ie an address delivered by A. L. 
Zeitung of the International Sil 

ver Co., before the recent convention 
of the National Association of Credit 
Jewelers in Chicago, he gave the 
members of the association some ver) 
helpful suggestions and good advice 

He told them that they should be 
come a little more interested in the 
people they are trying to attract and 
that credit jewelers must impress 
upon those whom they employ the 
necessity of building friendships and 
attracting higher income groups. He 
urged them to forget blatant advertis- 
ing and establish a different connec- 
tion with their trade than at present 
exists. 

All this was good advice, but in our 
opinion his advice was in error when 
he said, “Why remain strictly jewel- 
ers?” and again when he advised, 
“Let’s forget the term ‘jewelry’ for a 
minute.” 

No retail jeweler can afford to for 
get even for a moment that if he sells 


ACROSS THI 


merchandise outside his own field that 
he will no longer have a jewelry store. 
He cannot forget the term “jeweler” 
and remain a jeweler. He becomes a 
seller of other merchandise and will 
be so considered by the buying public. 
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Are You Prepared ? 


N college and high school ath- 

letic fields in all sections of the 
country football coaches and players 
are hard at work developing new 
plays and becoming more proficient in 
every branch of the game in anticipa- 
tion of the hardest part of the season’s 
schedule. Teams that delay this 
preparation until too late in the sea- 
son will win few games and in the 
same way many retail jewelers who 
are now far behind with their Christ- 
mas selling plans must speed up be- 
fore it is too late. 

Now 1s the time to start a sustained 
drive in the contest for holiday trade. 

Is your store stocked with carefully 
selected merchandise suitable for you 
trading area? More alluring mer- 
chandise is being produced for this 
vear’s selling campaign than has been 
noted in several years. Have you 
worked out attractive window dis- 
plays? Have you completed your 
newspaper and radio advertising cam- 
paign and are you ready “to go” with 
carefully arranged mailing material 
and selected lists of excellent pros- 
pects ? 

Indications point to better holiday 
trade this year than has been seen 
since 1929 and already some manufac- 
turers report being behind with or- 
ders. Have you, Mr. Retail Jeweler, 
anticipated this business, 
and have you prepared to get your ful! 


increased 


share? 

If you expect to make your holiday 
trade show an excellent profit without 
proper preparation for the big selling 
season you will find trade going to 
other more enterprising merchants 
and will learn that you have failed to 
make a “touchdown” in your Christ- 
mas selling. 


40 


Now is the time to start y¢ 
Christmas selling campaign. Do 1 
delay! You have less than eig 
weeks in which to make the most 
a big opportunity. Start now a 
push your campaign to the best 
your ability. 


© © 


New Slogan Needed 


HE slogan, “Gifts That Last 

which was officially adopted by 
the American National Retail Jewel! 
ers’ Association several years ag 
has never met with unanimous ap 
proval, but has been used since that 
time for want of a better suggestion. 
It is felt that if some other combina 
tion of words which would appl) 
more concretely to the jewelry in- 
dustry as a whole could be hit upon, 
that it would be more acceptable ; but 
to get just the right combination and 
also create a slogan which will apply 
to gems and jewelry, watches and 
clocks, silverware and other merchan- 
dise which finds an outlet through 
the retail jewelry store, is a difficult 
problem. 

There is nothing new in the sug 
gestion that a different slogan be 
adopted. The A.N.R.J.A. has con 
sidered the matter in previous dis 
cussions and has gone so far as to 
appoint a committee to offer som« 
thing better, but no satisfactory ré 
sult has been obtained. 

It has been suggested that sinc¢ 
diamonds are sold by all retail jew 
elers that the word ‘“‘diamonds”’ is an 
appropriate one about which to build 
a new slogan, but such a selectio: 
would fail to consider other branche: 
of the industry and, in our opinior 
would not prove generally acceptabl: 

A slogan that will combine a spi: 
of enduring quality and an appr 
priate sentiment and at the same tin 
be one which will embrace jewele 
merchandise generally is what 
needed. Can you suggest one? O 
ficers of the A.N.R.J.A. will we 
come it. 
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Deferred Payment Selling 


ab tate jewelers in many parts of the United States, who formerly did a cash business, have already 

adopted dignified deferred payment plans or are seriously considering such action at the present 
time. Those who have embraced this method of selling report that it meets with customer approval 
and has increased sales. 

The public is accustomed to buying on the partial payment plan and today automobiles, furni- 
ture, refrigerators, vacuum cleaners and a host of other articles are sold in that way. It was stated 
at the recent convention of the National Association of Credit Jewelers that every furniture store in 
Chicago sells on the credit plan. One can even buy a trip around the world on credit. 

It seems logical, therefore, that products of the jewelry trade be merchandised in the same way 
and we see no reason why this should not be done ina dignified and conservative manner which will 
maintain the prestige of the jewelry store and at the same time increase sales. 

Different jewelry stores have adopted various methods of selling on time payments. Some require 
a down payment of a certain percentage of the value of the article purchased and charge interest on 
the balance, while others require only a nominal first payment with a regular interest charge on the 
balance. In other stores, a small carrying charge is made only when the payment schedule is extended 
beyond three months. 

In most instances where former cash jewelers have adopted a deferred payment plan, the changed 
method of payment has not advanced the price of the articles purchased nor lowered quality. 

Whatever the plan adopted, keep in mind that the dignity and high standing of your store must 
(2 maintained at all times. 
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A DISCUSSION OF 


HIS Bill was approved by the President on June 19, 

1936. Without intending to criticize, I believe that 
there have been few, if any, laws ever enacted by the 
Congress which affect business in so important and funda- 
mental a way which were given such little consideration 
by the Federal Legislature and the business world. It is 
another new venture by the United States government 
into the field of controlling and supervising business. It 
is a little too early for any lawyer to properly appraise 
or adequately analyze and explain the exact meaning of 
its provisions. What I shall have to say, therefore, is my 
own personal views aided and supported by the very few 
who have thus far given consideration to it. The views 
of this Act, as I express them, may not be correct. A 
final determination of the meaning and application of the 
Bill naturally rests in final adjudication by the Courts. 
It will not be my purpose to trespass too much upon your 
time, as the complexities of this Bill and the very broad 
aspects of it are sufficient to require many hours of dis- 
cussion and argument. 


SECTION | 


The first section provides in part “That it shall be 
unlawful for any person engaged in commerce, in the 
course of such commerce, either directly or indirectly, to 
discriminate in price between different purchasers of com- 
modities of like grade and quality, where either or any 
of the purchases involved in such discrimination are in 
commerce, where such commodities are sold for use, con- 
sumption, or resale within the United States or any terri- 
tory thereof or the District of Columbia or any insular 
possession or other place under the jurisdiction of the 
United States, and where the effect of such discrimination 
may be substantially to lessen competition or tend to 


An address d 


National Assoc: 


Convention hel: 





create a monopoly in any line of commerce, or to injurt 
destroy or prevent competition with any person wh 
either grants or knowingly received the benefit of suc! 
discrimination, or with customers of either of them.” 

This section, therefore, is designed to prevent discrim 
ination in price. We are then confronted with the ques 
tions, what is “discrimination” and what is “price”? Thi 
opinion of those who have made a study of the Bill seems 
to be that price within the meaning of the law means 
the net price after discounts and similar allowances. When 
the Bill was first written, as it passed the Senate, it in 
cluded the words “or terms of sale,” which were stricken 
out in conference with the explanation, “the manager: 
were of the opinion that the Bill should be inapplicabl: 
to terms of sale except as they amount in effect to indirect 
discriminations in price within the meaning of the r 
mainder of subsection a.” 

The original Patman Bill defined price as “the amount 
received . . . after deducting actual freight or cost ot 
other transportation.” This definition was apparent! 
designed to compel the seller to quote “f.o.b.” point o! 
shipment and to receive the same net at the mill regard 
less of where the goods were sold. There was studie 
opposition to this definition and it was stricken out b 
a unanimous vote of the Judiciary Committee of th 
House. We are, therefore, left to conjecture as to th 
actual meaning and application of the word “price.” 

It is likewise impossible at this time to evaluate th 
meaning of the word “discriminate’’ or “discrimination’ 
as used in the Act. Clearly, it means more than a highe: 
or lower price. The object of Congress was undoubted]; 
to secure to customers such relationship as would mak 
them all receive similar treatment. Congressman Utte1 
back in a discussion of the word “discrimination” said 
“In its meaning as simple English discrimination is mor« 
than a mere difference. Underlying the meaning of th 
word is the idea that some relationship exists betwee: 
the parties to the discrimination which entitles them t 
equal treatment, whereby the difference granted to on 
casts some burden or disadvantage upon the other. If th 
two are competing in the resale of the goods concerne: 
that relationship exists. Where, also, the price to one 
so low as to involve a sacrifice of some part of the selle: 
necessary costs and profits as applied to that business, 
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THE ROBINSON-PATMAN ACT 


livered by A. K. Shipe, Counsel for the 
tion of Credit Jewelers, at the [Oth Annual 
in Chicago, September 20-23 last. 








Members of the Federal Trade Commission who must interpret the Robinson-Patman Act for Business. R. E. Freer, W. A. 
Ayers, Charles H. Marsh, chairman; Garland S. Ferguson and Erwin L. Davis. 


eaves a deficit inevitably to be made up in higher prices 
» his other customers; and there, too, a relationship may 
xist upon which to base the charge of discrimination.” 

The language of the section is sufficiently explicit so 
s to draw at least one conclusion and that is, that there 
s no violation of the section unless the discrimination 
may be substantially to lessen competition or tend to 
reate a monopoly in any line of commerce .. .” 

The business world is familiar with these terms as they 
iave been written into the anti-trust laws for many years, 
ut what is such discrimination as may substantially lessen 
ompetition or create monopoly are terms which have not 
een definitely determined by any Court, and, I venture 
o say, will never be. In other words, the facts of each 
ase are controlling in themselves and the law will be 
ipplied accordingly. ‘There have been relatively few cases 
m this question. The business of the country has not 
een particularly harassed by them. However, this sec- 
tion goes far beyond the old anti-trust laws in the use of 
he following language in the Act, “‘or to injure, destroy 
\r prevent competition with any person who either grants, 
1 knowingly received the benefit of such discrimination, 
ir with customers of either of them.” 

This language is unknown to prior anti-trust laws. In 
my judgment it is the very strength or weakness of the 
Act. It discloses the intention of the Congress to write 
into the law a very drastic provision relating to such 
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discrimination. We cannot foretell what interpretation 
the administrative authorities may place on this provision. 
It is clearly another invasion by the Federal authorities 
into the field of businesses of the country. Should the 
Act be so construed and applied, as apparently the lan- 
guage indicates it should, so that all competitors similarly) 
situated must receive the same price, then certainly the 
revolutionary, unwholesome effect of this law becomes 
apparent. It prevents individual bargaining and substi- 
tutes mass bargaining to which the Government of the 
United States vigorously objected in the case of Sugar 
Institute, Inc. v. U. 8., 56 S. Ct. 629, decided this 
year. 

The tendency toward price stabilization may be a very 
desirable thing from the economic standpoint. It was 
very earnestly and sincerely so contended in the Sugar 
Case. But in fairness to industry—and for its protection 
against criticism and attack—it should be understood that 
this will be the inevitable result of the obligations im 
posed by the Robinson-Patman Act. If he does not vary 
his prices and others are, by circumstances of competition, 
forced to bring their prices to the same level, then he 
may find himself charged with violating the provisions of 
the Sherman Act against “uniformity.”’ Thus, in order 
to comply with one law, he may violate another and vice 
versa. 


(Please turn to page 143) 












THE LAST 


By 
The Observer 


Prenmniilly your Observer 
blossoms out with a thousand reasons why jewelers should 
immediately put on a final spurt if they expect to finish 
their annual race for the holiday gift dollar in front. 

Silver and jewelry factories have been bursting with 
orders for November-December resale, yet many jewelers 
are habitually still behind in their Christmas plans. Any 
jeweler who today hasn’t a complete typed schedule of 
his weekly window displays, local advertising releases 
through December, and ample stock to support such efforts 
is behind the parade . . . out of step with the leaders. 

‘Take my word for it, the shrewdest of you will have 
regrettable shortages in many lines before you lock the 
doors late on Dec. 24. 

More alluring, enticing, salable goods have not been 
available in years, and with the election tension bursting 
Nov. 3, America is to witness a spending orgy that will 
stagger conservatives. 

Every sensible sounding we can make regarding busi- 
ness progress encourages full steam ahead and clear sailing 
toward a better annual gross business than you have writ- 
ten in more than three long years. To defend, if neces- 
sary, my technique of over-emphasis for effect, peruse the 
twenty-five or more yardsticks below, gleaned from the 
recent reports of the country’s most respected economists. 
Then, after reading, if they are convincing, go into a 
huddle with your buyers, window trimmer, advertising 
man and other executives and ascertain if your store is 
stocked with the proper turnover merchandise—your 
counter and window displays ready for prompt insertion 
and you direct mail and local advertising releases lined up 
for the authoritative word “Go.” 

If you are not all primed for action and are anxious to 
know more about new 1936 goods, sales promotion ideas, 
our competent staff of display experts, stylists and source- 
counsellors are ready to give you last-minute information. 
Jewevers’ CrirRCULAR-KEYSTONE staff will cheerfully 
suggest the best markets where the more desirable prod 
ucts and services are available. 

For those who believe I have painted too roseate a pic- 


ture, let me say there is always the possibility of the elec- 
tion outcome affecting the steady uptrend in business. 
Then, too, there are labor trouble possibilities plus the 
foreign situation factor. The Spanish sore spot, the pre- 
carious French political showdown plus the recent Rus- 
sian notes of defiant readiness must not be underestimated. 
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EDITOR'S NOTE 
relation to the jewelry trade and points 
lieve that retail jewelers will enjoy one of 1 
jewelers to be ready to meet the der 


However, considering all these potential wrenches 
which may be tossed into the machinery of American 
business, we have balancing factors, such as the following, 
to help measure the trends in the immediate early winte! 
ind 1937 business future: 

International Harvester’s President McAllister says: 
‘Business ahead of 1929 . . . 1937 will probably be even 
better than 1936.” 

Sears-Roebuck’s President Wood says: “Our business is 
tremendous ... going ahead of ’29. Nothing can stop ou: 
upward movement.” 

Acme Card System’s President Johnson says: “Busi 
ness will be better for several years to come. Our busi 
ness comes from every class of business in every state. W« 
are planning accordingly.” 

Swift & Co.’s President Swift states: “Business is on 
upgrade, purchasing power improving. We anticipate a 
vood market for our goods in 1937. 

Here are my 25 or more yardsticks mentioned earlier : 

I. According to the F. W. Dodge Corp.’s Septembe: 
report, this year’s residential building figure for the first 
eight months beat 1935’s grand total. It was over 500 
million to September. To that date, non-residential build 
ing, too, was ahead 78 per cent. 

II. Babson’s Oct. 9 report stated: “General business 
today is at normal for first time in 14 years . . . 26 pe! 
cent above 1935... 76 per cent above March, 1933 
and only 15 per cent below the 1929 peak.” 

III. Los Angeles and Florida report revival of popula: 
interest in real estate that may reach the boom stage. 
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In this article The Observer 





























; his opinion of the general business trend in 





specific instances which lead him to be- 
t holiday periods in some years. He urges 
h he anticipates they will receive 


IV. Gross sales of 22 big retailing concerns show 18.9 


per cent increase over September, 1935. The same 


cerns show 15.9 per cent August increases and 18.4 pet 
cent for July, which is convincing proof that the con 
sistent increases were steady and not sporadic flurries. 
V. Merchants everywhere report that the trend con 
tinues to be toward preference for better grades of met 
handise and the consensus of opinion is that the final 


juarter of the current vear will be the best since the final 


juarter of 1930. 


VI. Boat, plane and train travel reservations are cut 


ently breaking all records. 


VII. Motor car makers prepare for fall show sales 


eating anything in six years. 


VIII. Installment buying increasing daily and more 
onservative stores soliciting this trade by direct mail and 
ocal display advertising. Silversmiths Guild encouraging 


onvenient payment sales and budget buying. 


IX. Shortages of skilled workers noticeable in man\ 
netropolitan cities. Classified columns tremendously ex- 


panding their Help Wanted lineage. 


X. Sporting goods of expensive grades selling fast. 
Bigger, better holiday and week-end sport trains being 
ime-tabled. Railroads doubling efforts to publicize facili 


ies. Winter sport spots enlarging accommodations. 


XI. Expensive furs, like mink, fox and sable, are ac- 


ually selling. General fur business ahead. 
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XII. Metropolitan hotels reporting capacity houses in 
ontrast to 40 per cent average fillings in recent years. 





Waldorf-Astoria recently reported turning patrons t 
other fine hostelries. 

XIII. Rents for single-family residences and modest- 
sized apartments are rising in many areas, proving fami- 
lies that doubled up for economic reasons during depres- 
sion days are spreading out again on their own. 

XIV. Sales of oil-burners, refrigerators, radios and 
other electric labor-saving devices are on the increase and 
more luxury items, such as rugs, better-grade furniture, 
are selling better daily. 

XV. During 1935 pianos doubled their sales over 
1934. They continue to climb in favor due to wisely 
revised price ranges resorted to by every notable firm from 
$250 field now most competitive 
with small apartment models highest in popular demand. 


Steinway down. 


XVI. Air-conditioning rapidly becoming a_ necessity 
rather than a luxury. Now installed in majority of newly 
erected homes regardless of price range. Production in- 
rease making it available daily to larger prospect lists. 

XVII. Employment is increasing and commercial and 
bank failures decreasing. 

XVIII. Hartford, Des Moines and Baltimore insur 
ince firms report more insurance being bought. 

XIX. Expensive candid and color-catching cameras 
ire in exceptional demand. Costing from $50 to $300, 
they are selling astonishingly. 

XX. Radio receiving sets have never been in greater 
demand. Competition in smailer sets keenest in history 
his is interesting because 78 per cent of the homes pos- 
sess sets today showing new models are being purchased 
ind old ones discarded. 

XXI. College football stadia are getting greater 
crowds. Sports, such as horse racing, pro-football played 
at night and ice-hockey teams, are expecting 1936-1937 
to be a banner year for attendance at higher prices fot 
both seats and admission. 

XXII. Railroad car loadings have increased to the 
highest level since 1930. 

XXIII. Steel production continues to expand and coal 
ind coke demands, in certain areas, exceed capacity of 
existing plants. 

XXIV. Cotton textile manufacturing, a long and 
patient sufferer, is now going great guns. 

XXV. Exports, taken as a whole, show a substantial 
gain over 1935. That is, 51 out of 68 items show figures 
ahead of 1935 and also ahead of the average over the 
vears since 1931. 

XXVI. Orders for electrical copper products have in 
creased 45 per cent over last year. Rapid expansion in the 
electrical goods field in general is looked for. 
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MAIDEN L, 


by 


NORMAN CORWIN 






America’s movie-going millions 
are accustomed to seeing fine jewelry on display in pic- 
tures, and have witnessed several cinema intrigues involv 
ing high-priced gems, but for the first time in the history 
of films, the jewelry industry has inspired both setting 
and action for a picture. It is “15 Maiden Lane,” re- 
leased only the other day by 20th Century-Fox. 

Because this picture is the first to employ Maiden Lane 
as its center, out of more than 16,000 feature films that 
have been exhibited in this country since the movie-makers 
went into business, and because it serves effectively tc 
acquaint the public with “the street of jewelers,” it is a 
“natural” from the standpoint of exploitation and deale: 
tie-ups to sell more jewelry merchandise. 

The cutting of the Jonker diamond is reenacted in 
Maiden Lane.” Jewelers can capitalize on this sequence 
by arranging a novel “diamond cutting contest’? which 
will appeal to many local newspapers. “Take the draw 
ing of the diamond pictured on page 61 to the newspape!: 
artist and have him cut it apart as shown. Contestants 
are to rearrange the pieces to form the original. ‘The 
contest should be run three or four days prior to the open 
ing of the movie and, by arrangement with the theate: 
manager, guest tickets are awarded to winners. 

Advertise the contest somewhat as follows: “Win free 
tickets to see ‘15 Maiden Lane’ at Rialto Theater. “The 
third largest diamond has been cut into a number ot 
smaller diamonds. (Can you arrange these diamonds s 
that they again form the one large diamond? If so, yor 
are entitled to see ‘15 Maiden Lane,’ at the Rialt 
Theater, as guest of Blank Jewelry Co., Inc. Solution 
are to be brought in person to the Blank Jewelry C 
no later than 5 P. M., (date).” 

Twelve gems, instead of 15, are being cut from th 
real Jonker. And the way the Jonker has been divide 
of course, a great deal different from the contest cut 





aig Js" 


is, 








The Silversmiths’ Building, a 
newspaper story about a jewel 
“fence,” and a newsreel of the 
Jonker diamond's cleaving sug- 
gested this screen play of ro- 
mance and drama in Maiden 
Lane. The picture attempts to 
take the public behind the 
scenes of the jewelry industry. 
Promotional stunts will help sell 
more jewelry, when ‘15 Maiden 
Lane” is exhibited at your local 
theater. 
































out. Nevertheless, these very discrepancies will give the 
jeweler an interesting set of data to explain to contestants 
when they bring their solutions to his store, and some new 
customers may be developed. 




































A window display of reproductions of famous large 
diamonds can be surrounded with attractive stills from f ce 
the movie, with catchline cards and theater billing. If 
reproductions are not available, a display of real gems, ee 
not necessarily diamonds, will be appropriate. 

Smart new fall fashions are presented in the picture, 
and stills of these make excellent window display ma- 
terial, especially for the reason that many of them show 
fine diamond and platinum jewelry accessories. “The local 
theater manager can obtain a set. * 

A novelty stunt can be worked with 50 novelty rings 
planted around town in various spots. Announce in ads 
and from the screen that anyone finding one of these rings 
and bringing it to your jewelry store will receive a guest 
ticket free. 

“15 Maiden Lane” establishes immediately, before the 


ae 


film is two minutes under way, that Maiden Lane is the ik oh 
Mecca of the trade, and, by means of a pair of atmosphere ee 

° ° ° . ° . * 
shots, it acquaints the public with some of the physical a 


features of the district. 

The opening shot is a general view of Manhattan, and 
this dissolves to a closeup of the actual street sign at the 
corner of Maiden Lane and Broadway. After this sinks 
in, there is another dissolve to a closeup of a sign reading 
“Arcade to 15 Maiden Lane,” and the camera finally 
arrives in the arcade to find Lloyd Nolan, as Detective 
Walsh, surveying the scene. 

What follows is a fast-moving, crackling drama which 
begins with the sounding of an alarm and moves rapidly 
through a story of espionage, counter-espionage and a bit 
of gunplay, but before the camera returns for a fadeout 
(Please turn to page 59) 













T would seem that those who are attempting to make a market for platinum, actuals 






and futures, are not having things so easy. The facts seem to be that after the 






trading announcement was made the metal spurted over $10 an ounce. Currently the 






quotation for “‘soft” platinum is $53 per ounce. In other words the well-planned spec- 





ulative platinum boom seemed to fizzle out—all of which means it “failed to ma- 








terialize.”’ 






| presume we all have our likes and dislikes—yens and hobbies, hates and loves 


and so just as a matter of curiosity I would like to get a cross section of the views of 









retail jewelers on something that I have been studying for some time and upon which 






I have about come to a decision. It has to do with Neon signs on jewelry stores, store 






fronts, over, around and inside the store. Give me your opinions, Lads. Not wanting 






to express an opinion on the matter at this time but rather to express my observations- 






to wit—that about the only place I have noted such signs is on tap rooms—saloons 






cheap eating places, side road “dining cars,”’ garages, and stores of questionable ethics 









or practices—and jewelry stores—‘“let there be light” on this subject. Dignity has its 






place—so has Tony the bar-keep with his white apron. Dignity goes hand in hand 






with jewelry—precious things, and the arts—you are apt to find it in the gentleman or 






gentlewoman. Is the Neon sign therefore incompatible with the real jewelry store 





or is it not? Let me hear from you. 







Get set, jewelers, it’s going to be a great Christmas for you if you are on your toes 





right now for it. Windows, interesting—advertising convincing—stocks—choice and 






well selected. 














By the time you read this page a president will have been elected. No—who ever 


it is the country will not go to Hell. America is on its way to a prosperity never before 






known. All the scum, misstatements and unbelievable selfishness stirred up in the 





political cauldron will again settle to the bottom and not arise again for another 






four years. 









Sail on—O Ship of State—Sail on—and on—and on! 


Ani Ay Kolhyl 


Vice-President. 
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For birthdays and anniversaries 


these PRACTICAL gifts of .... 


Real Qhealéig/ 


A man wants two things in belt buckles, tie and collar 


clasps—good looks and real quality. Wadsworth acces- 
sories were created to satisfy these two demands . . 
they’re practical gifts for men. Suggest them for birth- 


days and anniversaries. 
Notice the smartly engraved belt buckles . . . the grace- 


the beautiful non-slip collar clasps . . . 
Remind your customers, too, that 


ful tie clasps... 
real selling features! 
Wadsworth gifts for men come only in precious metals— 
hardened Sterling Silver and Natural Yellow Gold. 


The Wadsworth Watch Case Company, Incorporated, 
Dayton, Kentucky. Offices: New York, 20 W. 47th Street; 
San Francisco, 140 Geary Street; Chicago, 35 East Wacker 
Drive. 


@ BUCKLES: Smart Sterling 
Silver belt buckles. Price to 
the consumer, $5.00; in 
Natural Yellow Gold Filled, 
$6.75. 


@ TIE CLASPS: The newly 
designed Wadsworth tie clasps 
are long and graceful. Price 
to the consumer, $1.50. 


@ COLLAR CLASPS: Wads- 
worth collar clasps incorpo- 
rate a patented non-slip fea- 
ture. Price to the consumer, 


$1.00. 


@ SETS: Matched buckles 
and tie clasps may be ob- 
tained in fine satin-lined gift 
boxes. Price to the consumer, 
$6.50 a set; in Natural Yellow 
Gold Filled, $9.00 a set. 


WADSWORTH 
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108 Powerful Radio Stations 


every hour. . every day 


featuring the greatest values 


FULL PAGES 
THE SATURDAY 


CA.qQUUTE 





















Broadcasting Bulova Watch Time! 


. 365 days a year 
in BULOVA history 


FULL COLOR 
a G POST 
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CEMS 
FOR 


HOLLYWOOD 








THE GEM OF THE OCEAN 


AND THE GEM OF CHRISTMAS GIFTS TOO..... 
BEAUTIFUL SHIMMERING PEARLS OF EXQUISITE 
LUSTRE AND SYMMETRY ..... PRICED WITHIN 
THE REACH OF EVERY WOMAN.  FASHION’S 
LATEST DECREE — THE LARGE SIZED NECKLACE 
AS ILLUSTRATED MAKES A DOUBLY ACCEPTABLE 
CHRISTMAS GIFT THIS YEAR. DURING THE BIG 
GIFT SEASON AT HAND, FEATURE MIKIMOTO 
\CULEIV Agee FEARLS ..... THE PERFECTION OF 
-MAN’S TRIUMPH OVER NATURE ..... THE 
ACTUAL CULTIVATION IN THE LIVING OYSTER 
OF GORGEOUSLY COLORED, PERFECTLY FORMED 
PRAMAS ics FLAWLESS IN BEAUTY ..... TREAS- 
‘URED HEIRLOOMS OF THE FUTURE..... LUXUR- 
IOUS, YET EASILY ATTAINABLE. OUR SEAL GUAR- 
ANTEES EVERY NECKLACE OR BRACELET AS 
GENUINE MIKIMOTO ..... yan of © 2D ©) nO) nO) OF 
ITY TO YOU AND YOUR CUSTOMERS. IF A VISIT 
TO ONE OF OUR OFFICES IS NOT CONVENIENT, 
WE INVITE YOUR INQUIRY BY MAIL. NEW YORK, 
630 FIFTH AVENUE... LOS ANGELES, 649 SOUTH 
OLIVE STREET . . . CHICAGO, 55 E. WASHINGTON 
STREET . . . HEAD OFFICE: GINZA, TOKYO. 
BRANCHES: KOBE. LONDON, PARIS, BOMBAY. 


K. MIKIMOTO 
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YOU CAN REDUCE THIS 
PUBLICITY TO SALES 


EADLINE news throughout the country! Articles in national 

magazines! lfere is publicity that has put the name of Lazare 
Kaplan before the world as today’s leading diamond expert. As an 
expert yourself, you know the importance of proper cutting and polish- 
ing to the permanent beauty and brilliance of a diamond. Added to 
your Own reputation, the authority of a Kaplan Certificate will be a 
powerful asset in promoting and speeding sales. 







The Kaplan Certificate assures your prospect of the same care and 
skill in processing Kaplan Certified Diamonds as were used with the 
famous Jonker Diamond. Furthermore, jewelers handling these dia- 
monds benefit by the national advertising that is calling public attention 
to them. Nothing we can say about Kaplan Certified Diamonds can 
more than prologue any adequate presentation of their superiority. They 
must be seen and inspected by your experienced eye. To that end we 
shall be glad to send to you an assortment if you will indicate to us 
oe  S z something of your diamond needs. Their outstanding values will be our 
Rn mAn \yest salesman, as your experienced appraisal wili agree. 


LAZARE KAPLAN & SON, INC. 


Diamond Cutters 


64 FULTON STREET NEW YORK 
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COLORED STONES TO THE FORE 


ion ‘a 
Make way for colored 
e way for colored 


iewels is more and more 
platinum, sometimes 
eye with its mystic charm 
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Established 1866 








Importers and Cutters of 


ONDS 


608 Fifth Avenue, New York 





. . 4 Antwerp—48 Rue Simons 
Cutting Works: Amsterdam—33 Sarphatistraat 
64 West 48th Street London—23 Holborn Viaduct 














DI PAWWAR ONE Das 


A Complete Stock of Fancy Diamonds 


of every descript 10n for your select 10n. 


Louis Gurfein & Son 


608 Fifth Avenue, New York 


ANTWERP SOUTH AFRICA AMSTERDAM 
76 RUE DU PELICAN 76 CHURCH ST. 2 TULPSTRAAT 
KIMBERLEY 


rel. MEdallion 3-4822 4823 
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15 Maiden Lane 


From page 47 


in the same Maiden Lane arcade where it faded in, the 


movie audience gets an opportunity to absorb plenty that 


will make it diamond-conscious. 


Aside from the novelty of an authentic setting, “15 


Maiden Lane’ capitalizes upon recent newspaper head 








Ne 


Ys" 


Thus Solution N 
ke your ¢. 


wnegrorenailion 
The danend cutting puzzle 


















lines concerning the Jonker diamond. ‘The picture pauses 
long enough to show a _ movie-within-a-movie of the 


cutting of what is described as the third largest diamond 
in the world. 

For the purposes of the drama, the film is explained 
one Harold Anderson (Holmes Herbert), who is sup 


posed to own the jewelry. Addressing a group of guests 


] 
} 


at a house-party, he makes an accompanying speech whi 











, , , , 
eaves no doubt abdout the source OT material. 





pens is a dramatization of the now-historic cutting of 
Jonker gem by Lazare Kaplan and son (in the pict 
Jan Weitman and son 

The screen play for “15 Maiden Lane” was base 
a story by Paul Burger, who took unusual 
uthenticate his material before he started writing Vhe 
production has been handsomely mounted and ably d 


ected by Allan 
Trevor, a capable company including Douglas Fow! 


Lester Matthews and Rob 


] } + } ] ) 
Dwan, and it boasts, besides Rom 


rt NlcWac 

New York police for three-quarters of a century 
decreed that Fulton St., gateway to Maiden Lane and 
the millions of Wall St., was taboo to crooks, to whom 
the “Fulton St. deadline” carries a sinister significance 
this and a long 


the iewelr 


Ihe writer of the screen play wove from 
sequence of unrelated events—all bearing on 
industrv—into a dramatization of Maiden Lane. 


ested previ 


A host oT other tie ups, besides those Su | 


usly, will suggest themselves to alert jewelry merchan 
disers, in cooperation with the exhibitors. Jewelers can 
take radio time and use local amateur actors in a short 
radio sketch based on the diamond-cutting sequence, fail 
ure in which, it is pointed out, would entail the loss of 
fortune. 

Cooperative newspaper advertising, with the theater 
ind other jewelers, or furriers and ladies’ gown shops 
can be illustrated with stills from “15 Maiden Lane,” 


showing diamonds and jewelry. Jewelers can arrange for 


mention in trailers on the screen. 
Please turn to page 61 
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The King of Pearls” 


Matched Pairs 
ho 


Round - Button - Pear Shapes 


Importer of Diamonds, Precious Stones 
and Pearls 


ARTHUR H. KIRK PATRICK, inc. 


608 Fifth Ave. 


TEL.BRYANT 9-1400 


New York 
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Real Jewelry Complements Today’s Elegant 
Fashions 
By June Hamilton Rhodes 


Fashion has thrown all caution to the four winds and 
an age of elegance is with us again. The sumptuousness 
of this season’s clothes is only fittingly complemented 
with beautiful jewels. Their suavely flowing, feminine 
lines, their luxurious fabrics, even their necklines and 
sleeves, all mode which lovely 
jewelry completes. 

Necklines especially are the focal point for jeweled 
treatment. They are often draped for a feeling of width. 
Many smart cocktail and dinner gowns have low V or 
square necklines. High necklines continue to prevail, but 
of the utmost simplicity. All these are foils for clip- 
brooches, clips, pins and necklaces. 

The need for jewels is so strong that New York manu- 
facturers are showing simulated precious and rhinestone 
jewelry on their dresses. Some are even called “Jewel 
Dresses’’ since the jewels truly make the dress. Every 
store in New York is displaying rich evening gowns with 
low décolletés which place necklaces definitely in the 


contribute toward a 


picture for evening. 

The most fascinating aspect of jewelry today is that, in 
many instances, real jewelry leads a double life. Pearls 
have always been classic. They never go out of fashion. 
This year, however, they are very smart with every type 
of costume. They are even coupled with tweeds and 
sweaters as Mr. Hyde and appear in the ballroom as 


Dr. Jekyll. 





series of: 


Melees, 





Gold has come into its own. Heavy gold jewelry of 
modern or antique inspiration is a daytime type approved 


by fashionables here and abroad. It is often set with 
precious and semi-precious stones or worked in designs 
displaying various tones of gold. More delicately wrought 
gold jewelry set with precious stones is eminently suit- 
able for evening with period inspired costumes. 

Since good jewelry leads a double life, the women who 
can afford only a few jewels can get a great deal of wear 
out of a beautiful bracelet and clip-brooch. Designers 
have performed miracles of ingenuity in combining several 
pieces into a sii zle piece that can be worn separately or 
together: flexible gold bracelets with jeweled clasps fash- 
ioned from two clips; brooches formed of one to two 
clips; necklaces which come apart to make shorter strands 
and bracelets. 

As a new note, old-fashioned jet has come back with 
the revival of Edwardian and Victorian modes. Black 
with black has been much talked about, but jet may also 
be used as a contrasting note. Its quaintness adds a 
piquant touch to modern clothes. 

Real jewelry is in fashion, and to fashion, quality 


means more than quantity. 


Burglars Get Jewelry Valued at About $6,000 


MitwavukeEE, Wis.—Jewelry valued at about $6,000 
was stolen from the Eugene Wald optical and jewelry 
store, 607 N. Plankinton Avenue, by burglars who gained 
admittance through an open transom. The loot included 
30 watches, 200 diamond rings and six pen and pencil sets. 


The Trade Has Returned to Quality 
This firm has always carried on with 
HIGH QUALITY DIAMONDS 


Please consider the advantages we pass on to our customers. 
position maintained our production facilities so that, in addition to complete 


Gems, 
Small Fancies, we have the largest, 
most complete existing stock of FINE 
precisely matched, perfect Pairs of 
Fancy Shaped Diamonds. 


This unique 


Baguettes, 


® Members of the firm are almost constantly in the European field to maintain them. 


® Our office staff is trained to quick, expert service. 


® We save you time, money and effort. 


_A. D Severt 7e. 


AMSTERDAM aan # 7 
ANTWERP 607 FIFTH AVENUE 
FRANCE Telephone: Plaza 3-0267-0268 





A Reminder: Retire your old, overworked A D Jeveridge Millimeter Gauge. We will 


allow you for it, against a new instrument. 








60 


NEW YORK 








THE JEWELERS’ CIRCULAR-KEYSTON 
for November, 1936 





























15 Maiden Lane 


(From page 59) 


Conduct a treasure hunt, in a tie-up with your local 
newspaper and exhibitor. Announce that the missing 
jewels in “15 Maiden Lane” have been hidden in jewel 
boxes from your store, which in turn have been placed in 
certain spots to which clues will be given through the 
want-ad columns in the newspaper. Theater in a screen 
trailer calls attention to the treasure hunt for “15 Maiden 
Lane” diamonds and invites theater patrons to watch the 
newspaper want ads closely. Clues can be worked out in 
the newspaper or your show windows through cross- 
word puzzles, and further clues are placed in jewel boxes 
hidden around town. 

Merchandise discounts and theater passes, with the 
jeweler’s compliments, are placed in the jewel boxes to 
encourage the seekers. Names of preliminary jewel-box 
winners are published daily and announced on the stage. 


A New Optical Instrument for the Gem Expert 
By Everett White Melson 


When jewels to the amount of over $25,000,000 a year 
are accepted by one concern as collateral for loans it be- 
comes necessary to give this collateral the closest examina- 
tion. Due to the crystal structure of gems and the in- 
ability to detect flaws with the naked eye, optical methods 
afford the best means of identification and examination. 

The hand loupe of ten or fifteen power is a standard 
piece of optical equipment in all jewelry establishments, 





but the Provident Loan Society of New York, with 
twenty-five branches, does not rely on the simple magnifier 
in appraising the enormous amount of jewelry accepted as 
pledges. It has long since discovered that it is almost im- 
possible to hold a jewel sufficiently rigid or to keep the 
loupe in focus for an extended examination. The expert 
must determine the axis of the stone; discover impurities 
in inclusions; examine the perfection of the facets; detect 
substitutes, imitations and synthetic materials. These in- 
vestigations are much more easily made with a microscope. 
But the usual models have lacked the proper accessories to 
support, orient and illuminate mounted stones. 

This problem was submitted to the Bausch & Lomb 
Optical Co. for solution. Instrument designers of this 
company found that they could supply an effective wide 
field binocular microscope for gem examination by modify- 
ing and adapting the bullet-holding chuck of the compari- 
son microscope to a special mechanical stage. With this 
ball and socket chuck, rings, studs, earrings, or any other 
small piece of jewelry may be mounted easily and oriented 
in any position to secure the full advantage of transmitted 
illumination. No matter how elaborate the setting, there 
is some position that will allow light to be passed through 
the stone. The stage of this microscope has also been 
devised to accommodate a 2 in. x 3 in. glass slide upon 
which larger pieces of jewelry, such as bracelets, brooches, 
wrist-watches, and other pieces, may be laid and supported, 
if desired, by a bit of molding clay. The advantages of 
the mechanical stage are thus retained for the systematic 
examination of jewelry too large to be handled by the 


chuck. 



































. FANCY CUT DIAMONDS EMERALD CUT AND ° 
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" THE STAR OF RANGOON x 
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-_ Having sold ''The Star of Judmir” adver- "The Star of Rangoon'’—a recent im- 0 
> tised in this space in September it is portation which is now being offered to c 
a. a pleasure to present this new gem— the trade for the first time. a) 
m 
Qa 
72.48 carats 
< 23/7 MM by 22% MM by I4/4 MM High. 
* 
“ "The Star of Rangoon"—an exquisite gem of rich dark blue color—a truly beautiful 
Star Sapphire of impressive quality—an exceptional value to the trade—to retail 
at $9,000. sai 
” Star Sapphires—from pale tones to deep blue—unmounted or mounted in Cuff Links 4 
and in Rings for men and women—as well as other gems of unusual value and beauty > 
are available from our stock at all times. We are prepared to cooperate with xo 
72) you at all times on whatever your requirements may be. 
Lu 
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Importer 
607 FIFTH AVE. ey ene NEW YORK CITY | 

















ZIRCON 





In addition, we have one of the largest stocks of: 


Opals—Amethyst—Topaz—Star Sapphires—Cameos 
and Synthetic Stones 


DREHER BROS. and WIDER 


Importers and Cutters of 


PRECIOUS AND SEMI-PRECIOUS STONES 
48 West 48TH STREET New York City 


Write for our booklet “The Zircon—Gem of Mystery” 
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Conditions in European Diamond Markets 


Lonpon.—The slight upheaval in the diamond market 
caused by the devaluation of various European currencies 
was only of a temporary nature. ‘The latter half of Octo 
‘sumption of normal tradine with brisk buei 
on ing as world diamond buyers appeared in 
larg ua er again in Antwerp and Amsterdam. A few 
sellers held back, according to Backes & Strauss, diamond 
proners here, since they preferred to hold diamonds in- 
stead of currency, temporarily. 

Manufacturers acquiring diamonds in the ordinary 
routine of business are pinning their prices to the gold 
franc and devaluation is having no effect on diamond 
values. The price of rough diamonds also is based on 
gold pounds. ‘This, together with the higher costs of 


workmanship in the finished diamond section, is tending | 


to keep diamond values well up. In Britain there has 
been a further expansion of business during October and 
the precious stones trade anticipates very good fall busi- 
ness. 

Both wholesale and retail trade in this part of Europe 
is becoming very active and diamond stocks have become 
so depleted that it is no longer possible for retailers and 
manufacturers to continue their hand-to-mouth principle 
of buying. 

A number of important diamond transactions have been 
concluded in Amsterdam and Antwerp lately, these mar- 
kets having been inundated by buyers from all parts of 
the world. The price rise, both in rough and manufactur- 
ing cost, has not brought any bigger volume of stones on 
the market. The dearth of stones ranging from one and 
a half carats and upwards in high colors and fine quality, 
and single stones of three and a half carats and more, con- 
tinues and prices that would have been considered ex- 
orbitant a few months ago are now being paid. 

The Christmas trade outlook in diamonds and diamond 
jewelry is brighter than for many seasons past. 


F. S. Chase Elected President of Copper and Brass 
Research Association 


“There has been a marked increase in the consumption 
of products made from copper and its alloys during the 
first nine months of this year, and the outlook for the 
fourth quarter is most.encouraging,” F. S. Chase, presi- 
dent of the Copper & Brass Research Association, an- 
nounced Oct. 15 at the 15th annual meeting of members 
in New York. 

“Sales of giftware articles and other specialties are good. 
Orders for the holiday season in these lines are better 
than they have been for any year since the post-war years. 
After a careful survey of the general situation as it now 
exists, I believe I have been conservative in my deductions 
and prophesies,” he said. 

The following officers were elected: President, F. S. 
Chase, president of Chase Brass & Copper Co., Inc. ; vice- 
president, John A. Coe, president of The American Brass 
Company ; vice-president, C. D. Dallas, president of Re- 
vere Copper & Brass Incorporated ; vice-president, Wylie 
Brown, president of Phelps Dodge Copper Products 
Corporation; treasurer, C. D. Dallas, president of Revere 
Copper & Brass Incorporated; secretary, Bertram B. 


Caddle. 
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1935 Sales Over 1933 


(From page 36) 


latter both full-time and part-time. At the same time, 
total payroll increased 19 per cent from an aggregate of 
$29,620,000 in 1933 to $35,294,000 in 1935. Full-time 
payroll increased 21 per cent, partly offset by a small 
decrease in part-time payroll. It is not possible from the 
figures to compute employees’ average annual earnings, 
since no separate tabulation of full-time employees is yet 
available, but employment and payroll data in consider- 
able detail and by functional classes of employees will be 
included in the final reports. 


Active proprietors of unincorporated businesses are not 
included in the count of employees nor in payrolls. They 


totaled 11,077 in 1935, compared with 14,370 in 1933. 


Explaining in detail why the current census shows 


_ nearly 2000 fewer retail jewelry stores than were re- 
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ported in the 1933 census, Ira D. Anderson, assistant 
chief of the retail trade division, said: 

‘As you know, the 1935 Census of Business is made 
up of a number of divisions or censuses, of which the 
Retail Census is one. In some cases establishments are 
operating in such a manner that a part of their activities 
might well be classified in one census and part in another. 
In classifying such cases, in 1935, a 50-50 rule was ap- 
plied to the receipts of a concern in order to decide the 
particular census in which it should be included. For 
example, an establishment selling watches and jewelry 
and also doing watch and repair work was classified in 
Retail if the majority of its receipts were from the sale 
of merchandise and was placed in the Service Census if 
it was operating primarily as a repair shop. 

“In 1933 an exception was made to the 50-50 rule in 
a number of kinds of businesses where it was felt that 
strict interpretation of that rule would result in the 
transfer from the Retail Census to the Service Census of 
a number of concerns which were essentially retail stores. 
Because of the conditions in 1933, and the previous year, 
merchandising sales dwindled to such an extent that 
revenue from service, ordinarily a subordinate function 
of the business, assumed unusual importance. 

“Thus the strict application of the 50-50 rule probably 
would have resulted in the transfer to the Service Census 
of a number of retail jewelers who were using all prac- 
tical means to maintain their volume of business during 
that period. The use of a ‘base level’ of $500 was one 
of the details of the method of classifying as retailers all 
those establishments that under normal conditions would 
be so considered. This base figure was not used in 1935; 
however, the number of jewelry stores with sales of under 
$500 would be negligible.” 

These data, together with information regarding the 
principal other retail fields, were gathered in 1936 on 
schedules or questionnaires limited to essentials, as deter- 
mined by representative business men in each field, who 
cooperated with the Census Bureau in an effort to meet 
the insistent demands of business for a wider scope than 
was provided by the 1933 census. 

The entire retail census covered 1,649,081 stores, the 
sales volume of which was approximately $32,790,000,- 
000, an increase of 31 per cent over the 1933 total. 
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No Tax Favoritism for Consumer Cooperatives, 
A.N.R.J.A. Demands in Letter to 
President Roosevelt 


Officers of the American National Retail Jewelers 
Association, in a letter to President Roosevelt, asked that 
consumer cooperatives be required to pay the same interest 
rates and taxes as individual merchants. 

The letter said in part: “Consumer cooperatives may 
fill a need in our economic plan and our members have 
no fault to find with the plan, so long as consumer co- 
operatives pay the same taxes as the individual merchants 
pay, so long as consumer cooperatives pay the same in- 
terest rates on their loans as the individual merchants 
pay, so long as consumer cooperatives are not accorded 
special privileges in any form that are not accorded to 
individual merchants. . . . 

“The jewelry craft is an old and honorable one. ‘The 
jeweler fills a real need in his community. From the giv- 
ing of time over the telephone and the regulation of the 
passerby’s watch, to the sale of the first baby ring and 
the engraving of the coffin plate, it is retail jeweler 
who serves. 

“The retail jeweler is not fearful of competition. He 
asks only that the Government take into consideration the 
important subject of taxes and if the Government does 
encourage consumer cooperatives, that it place them on 
a par with individual businesses, insofar as the payment 
of taxes is concerned—whether that be local, state or 
Federal.” 

The association officers asked the membership for in- 
formation regarding consumer cooperatives in their local- 
ities, to aid the association in shaping a program for fair 
play for the retail jewelers of the country. Food, cloth- 
ing, gasoline and oil products are the commodities now 
chiefly sold in consumer cooperatives stores, but the move- 
ment has gained such a foothold in a comparatively short 
time that the association officers see reason to believe that 
some cooperatives may sell jewelry soon. 

Charles T. Evans, secretary of the A.N.R.J.A., repre- 
sented the membership at a meeting of the Retailers Na- 
tional Council in Washington, D. C., Sept. 18, when the 
council went on record as opposing special Government 
aid to cooperative stores. At that time, most of the mem- 
ber associations agreed to dispatch individual letters to 
President Roosevelt, voicing the position of each asso- 
ciaton. 

Consumer cooperatives have made tremendous headway 
in Scandinavia, Japan, England and several other nations. 
In Sweden, they perform a substantial proportion of the 
nation’s total retail business. 


Dwight A. Parker 


BripGeport, CoNN.—Dwight Abel Parker, 81, who 
conducted a jewelry business since 1904 in the Post Office 
Arcade, died on Oct. 16, after an illness of about two 
weeks. 

Mr. Parker was a descendant of a prominent Colonial 
family. He served his apprenticeship in the jewelry trade 
with an uncle, Wilbur F. Parker. In 1890 he went to 
Middletown, Conn., and became a member of the firm of 
Ryan, Barrow & Parker. Upon his retirement in 1929, 
control of the local business went to his son-in-law, Carl 
Westerberg. Mr. Parker had been active fraternally. 
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One, Two or Three Strands 








Lovely, Exquisite Orienta’s 
Beautifully Graduated 
in different qualities. 


Rings, Earrings, Bracelets 
Dress Studs, Scarf Pins, Ropes 


Please quote price range 
when ordering memo selections. 


65 Nassau Staeet, New Yorn 


Artistic catalog on re- 
quest. Also News- 
paper mats and mail- 
ing stuffers, 


Orienta Cultured Pearls are guaranteed 
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S. GENN, 


Inc 
Importers & Cutters of 


DIAMONDS 


SPECIALIZING IN 


BAGUETTES 


ALL SIZES 


FANCIES 


VARIOUS SHAPES 
IN PAIRS 


630 FirTtH AVENUE 
INTERNATIONAL BUILDING 
NEW YORK 


ANTWERP: PARIS: 
Avenue De Belgique 5 Square De L'Opera 


AMSTERDAM: 
2 Tulp Straat 
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FOR Stones SEND To 


& CO. 
INC. 


71-73 NASSAU ST. 
NEW YORK 


a 
OUR STOCK: The Largest and Most Compre- 


hensive in America. 


OUR SERVICE: Keyed up to take care of all 
your requirements—PROMPTLY AND AC- 
CURATELY. 


Just the stone you want, when you want it! 
Write—Wire—Phone. 


Importers and Cutters of 


. . - DIAMONDS 
. - PEARLS 
. . PRECIOUS 
. SYNTHETIC 
and IMITATION 
. STONES, etc. 

* 
CULTURED PEARLS 
ZIRCONS 
STAR SAPPHIRES 
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JAMES A. DRILLING CO. 


Semi-Precious Stones 


87 Nassau St. CO-7-4218 New York 





Ng 


WESTCO WATCH STRAPS 


QUALITY STRAPS AT UNEQUALED PRICES. We can satisfy all your 
needs and LEAVE YOU A GOOD PROFIT. Order through your 
wholesaler. 








136-140 W. 2ist St. 
New York, N. Y. 


WESTERMAN MFG. CO. 








GEM-STONES By 6. F. Herbert Smith 


An Interesting Authoritative Book 


Comprising 40 eer and many diagrams, plates and oie by an outstanding 
thority. Over 300 pages. Price $3.00 
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Platinum Price Viewed Sound at $53 an Ounce 


A scare suffered by speculators in platinum is believed 
by one informed authority to have been the cause of the 
slide which this precious metal made from $70 per troy 
ounce on Sept. 23, to $64 on Sept. 28; to $59 on Oct. 2 
and finally to $53 on Oct. 12. 

Manufacturing jewelers and speculative investors seek- 
ing to reduce their excess stocks are said to have found few 
bidders at the high figure of $70. In alarm these inter- 
ests, fearing a loose market and resultant lowered prices, 
are reported to have gone from refiner to refiner in an 
effort to unload sizable quantities at the premium price. 

Some with sufficient quantities are said to have offered 
the metal abroad through brokers with the result that the 
London market price dropped. The U.S. market prompt- 
ly followed suit. However, by Oct. 23 with the price 
still holding at $53, a more confident atmosphere was 
noted as offers to sell disappeared. A considerable factor 
in this improvement is believed to be the attempts to buy 
by certain interests which would use the platinum as a 
medium against monetary inflation. 

Those informed believe that the current price of $53 
is a sound one and that it stands to rise without any 
pressure on the part of producers, although hardly to the 
point of $70 in the near future, except in the event of war. 

It is believed that the normal needs of this metal as a 
war-time supply have been pretty well filled by the major 
powers 

The market prices of October 23 follow: 


Soft 
Containing 5% iridium 


Comtaining 10%: intdidite << occ ovine ceccaczes 63 
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Life Insurance for Members of ANRJA 


At the 31st annual convention of the ANRJA in New 
York in August a committee was authorized to investi- 
gate the offer made by an eastern life insurance company 
to write life insurance for members at low rates on the 
“Blanket Policy” plan. 

A skeleton outline of the proposition is as follows: 

Members not over 50 years of age may take policies 
of $1,000, $2,000 or $3,000 without medical examination. 
This is for either men or women, and employees are 
eligible. 

Members over 50 years of age may get the insurance if 
successful in passing a physical examination. 

Each member will receive a policy which will be an 
exact copy of the master contract between the insurance 
company and the ANRJA. 

Insurance cannot be cancelled by the company except 
for failure to pay the premiums. Thirty-one days of 
grace will be allowed for payment of premiums excepting 
the first one. 

If a member leaves the ANRJA he will have 31 days 
in which to convert his policy without medical examina- 
tion to any other form of policy, except term insurance 
or a form which is not written for amounts as small as 
the policy to be converted. Employees of jewelers will 
have the same privilege. 

The ANRJA will collect the premiums and remit 
direct to the life insurance company. 
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UNUSUAL 


Wey Ke) THE JNUSUAL-As USUAL 


COMPACTS « CIGARETTE 
SEMI-PRECIOU 
BRACELE1 


20 WEST 471H STREET 


NEW YORK, N: Y 











Jhe following are 
the well-known firms 
distributing the Cfranat 
line in the United States 


HALL BROS. CO. 
PITTSBURGH, PA. 


C. A. RIGER CO. 
KANSAS CITY, MO. 


EWING BROS. INC. 
ATLANTA, GA. 


MAYER BROS. 
SEATTLE, WASH. 


A. I. HALL & SON 
SAN FRANCISCO 
and 
LOS ANGELES 
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WED-LOK 


(Trade-Mark Registered) 


ENGAGEMENT 
and 


WEDDING RINGS 
ty GRANAT 





Observe the sample set here pictured. Look beyond the gran. 
deur that you see in these rings. Note chiefly how ideally they 
cling to each other, how perfectly they conform to each other 
...even though the engagement ring is the more elaborate type. 

The WED-LOK (interlocking ) feature is proving a national 
sensation, and if WED-LOK ensembles are not yet for sale at 
your store you are neglecting an advantage that could make a 
tremendous difference in your sales volume. 

WED-LOK engagement and wedding rings, patented by 
Granat and made by Granat, are to be obtained from the 


distributor serving the territory in which you are located. 


ranal Mfg, (0. 


A Leading ding Stylists 





ONE-FIFTY POST STREET - SAN FRANCISCO 
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HOW OTHERS PROFIT 


RNAMENTALLY enveloped, like a 
O jewelry gift itself, the Christmas 
Gift Certificate in some metropolitan cen- 
ters of the country finds a wider market 
annually. Popularity of this type of 
Christmas present is cumulatively on the 
increase, as jewelers find Gift Certifi- 
cates or Gift Bonds that assure the re- 
cipient of the particular bit of jewelry 
that most fascinates her, the watch or 
diamond of her dreams, or individual 
selection, more salable in some instances 
than the very article itself. In many 
quarters jewelers are concentrating at- 
tention on merchandising and further de- 
veloping the jeweler’s gift certificate 
which allows carte blanche (up to speci- 
fied amounts) in the jewelry shop. They 
are striving to make it more Christmassy 
and attractive to the person purchasing 
such certificate, as well as to the friend 
or relative to whom it is presented on 
Christmas morning. So ornamental and 
artistic, so delicate and dainty, in keep- 
ing with the exclusive jewelry shops, have 
these certificates become, that in certain 
instances they serve to form of them- 
selves colorful and attractive window 
displays, where the art designs and the 
typography or engraving intrigue the at- 
tention of the window shopper, and often 
solve his problem as he gazes into the 
jeweler’s window and is struck forcibly 
by the suggestiveness of the fascinating 


certificate. 
H. O. P. 


In order to make Tacoma, Wash., one 
of the larger cities of Puget Sound, sound 
a dominant note in jewelry selling at 
Christmas time, jewelers of that North- 
west city took whole jewelry sections in 
the newspapers two years ago. And 
Tacoma was made Jewelry Conscious in 
a big way. Complete sections, coopera- 
tively composed, and issued early in De- 
cember, told the story of jewelry as a 
whole and carried the individual mes- 
sages of the jewelry shops in a most 
impelling manner. As the jewelers pointed 
out on the front cover of one of these 
sections, which were highly decorative, 
they were “presenting a special section 
devoted to a finer appreciation of jewelry 
and its allied arts.” 


H. O. P. 


Formal insurance policies, in a leading 
Seattle insurance corporation, sell bridal 
sets of wedding band and matching en- 
gagement ring for the Carrolls jewelry 
store, Seattle, Wash. The prominent dia- 
mond retailers have adopted the plan of 
insuring the perfection of diamonds, and 
appeal to the sense of security that is 
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popularly prevalent at present. Impres- 
sive insurance policies, in legal documen- 
tary style, set forth all the qualities of 
the diamond purchased, and guarantee 
the values in the bridal sets which are 
popularly featured in the easy-term 
weekly payment plan. Thus the policy 
backs the 45-year merchandising policy 
of Carrolls, and gains momentum for dia- 
mond merchandising by reason that the 
insurance is backed by a 16 million dol- 
lar corporation, the General Insurance 
Co. of America, with home offices in 


Seattle. 
H. O. P. 


Every electric clock that comes into 
Jaccard’s at Denver, Colo., is tested thor- 
oughly before it goes on the shelf, says 


_E. W. Bornmueller, the manager. This 


policy is the result of an almost unfortu- 
nate incident of a few days ago in which 
a clock was sold and, after the customer 
had gone, was found not to be working. 
It was only a loose connection, but it 
might have Been very embarrassing. Now 
every clock is tested—first. 


H. O. P. 


Watchmakers in the Strasburg jewelry 
store, Hollywood, wear a white “profes- 
sional” coat at their benches, which adds 
greatly to the appearance and the com- 
fort of the men. Not only that, but the 
store considers their watchmakers to be 
real professional men in every sense of 
the word and believes they should dress 
and act accordingly. In commenting on 
this, Max Strasburg said: “Do you re- 
alize this jewelry business is regarded in 
the eyes of the public as the finest and 
highest type business in existence? Go in 
any bank and lay down a dollar or a 
thousand dollars. The immediate reac- 
tion is to immediately demand a written 
receipt. Customers leave jewels and per- 
sonal belongings with us and with every 
good jeweler, never thinking of asking 
for a receipt. Now by the own collective 
treatment by the jewelers to the trade, we 
can either kill this fine situation or we 
can further engender it.’ 


H. O. P. 


An interesting little sidelight of Sam- 
uels in San Francisco is the second-hand 
Sterling department. This consists of 
Sterling silverware bought from the pub- 
lic at current prices of old silver. In so 
doing hundreds of old and odd patterns 
have been accumulated. A sign in the 
window reading “Match up your old 
flatware patterns at greatly reduced costs 
in used Sterling Silver’ attracts quite 
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HARRY R. TERHUNE 
Field Editor 


some attention. Most of the trade, how- 
ever, is to collectors and to persons who 
have some old pattern they wish matched. 
Then there are many peple from all 
parts of the country who patronize this 
department in filling out special needs. 
Of course, such a department could only 
be operated in a large cosmopolitan city 
which has a large visitor trade. Then 
again, the display and sign have proved 
to be fine window attention attractors. 


H. O. P. 


Leslie V. Gray, Jeweler of Culver City, 
Calif., increased Christmas business last 
year through featuring one word, Credit, 
in his advertising for the season.. The 
word was run in black heads at the top 
of advertising, followed by a black space 
featuring various things credit would 
do for the shopper, such as “Will enable 
you to give better gifts,’—-each ad featur- 
ing an “aid.” Such ads were effective 
in helping to trade up Christmas shop- 
pers into better merchandise, the central 
idea being that by trading with Gray 
the shopper who did not have Christmas 
savings sufficient to cover planned expen- 
ditures could use the store’s “Christmas 
Club” method by paying the ten months 
following Christmas. 


H. O. P. 


Customers’ interest in genuine gems 
has been greatly increased by the unique 
display of minerals at Pohndorf’s, jew- 
elers, Denver, Colo., and has resulted in 
a definite turning to better stones. Min- 
erals in the raw, preferably measuring 
more than two feet square, are displayed 
side by side with polished bits of the 
same material. The smaller pieces are 
tagged with their names. The finished 
stone, ready for mounting, makes up the 
third part of the display. Gem forma- 
tion is a sales talk. 
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FACTORY-BUILT .. . FACTORY-CASED ... FACTORY-PRICED 
and NATIONALLY ADVERTISED .. . for JEWELERS ONLY 





Tue advent of the new factory-built, 
factory-cased and factory-priced Wal- 
tham-Premier Watch is important 
watch news to the Jewelers of America. 
It means that Waltham is casing, 
ricing and advertising the finest rs. 
in Waltham’s long record of achieve- 
ment in watchmaking. 

It means that the Withee Mendes 
is for the show cases and counters of 
Jewelers only. : 

It means that the proved power of 
national advertising in the , teres 
leading magazines will help you sell 
the new Waltham-Premier in particu- 
lar, as well as all watches bearing the 
Waltham name. 

Millions of men and women will see 
Waltham advertising during the next 
twelve months. 

Millions of men and women willread 
the story of America’s newest watch by 
America’s first watchmakers. 

Millions of men and women will 
read, again and again, the convincing 
story of Waltham’s high place in the 
watchmaking industry of the world. 


GH0? WKS AMERICAN 


As every Jeweler knows, Waltham 
has contributed much to the progress of 
scientific watchmaking. No other watch 
company has won as many first prizes 
at great International Expositions. 

Waltham will put into its advertising 
thestrong,sales-building influenceofits 
position as America’s first watchmaker. 

Waltham advertising will present 
Waltham’s story for what it is... with- 
out garnish aa ostentation ... simply 
and sincerely. 

Such advertising will increase the 
prestige of the Waltham name. 

It will make prospective watch 
buyers feel that they owe it to them- 
selves to see all watches bearing the 
Waltham name. 

It will attract new generations of 
watch buyers. 

It will help you sell more Waltham 
Watches... rm the superlatively fine 
Waltham-Premier to the lowest priced 
Waltham in your stock. 

Order the new Waltham-Premier 
from your jobber. Waltham Watch 
Company, Gabtiens Massachusetts. 





FEATURES 
of the New 
WALTHAM- PREMIER 


WATCHES — Waltham-Pre- 
mier on dials and move- 
ments. 21 smart, modern, 
styles for men and women. 


MOVEMENTS —17, 21 and 23 
Jewels. 


CASES — 14K. Gold and 14K. 
Gold Filled. 


DIALS — 14K. Gold Filled — 
something entirely new. 


HANDS — 14K. Gold. 


ATTACHMENTS — 14K. Gold 
Filled. 


CORDS — Silk — best quality. 
STRAPS — Pigskin — Sun Tan 
—best quality. 


DISPLAY BOX — Exclusively 
designed by Eugene J. Lux. 


WATCH MAKER 
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THERES 
PROFIT FOR YOU ' 


IN TYING UP WITH THIS BIG’ ¢ 


CONKLIN CAMPAIGN my. 


INCREASED ADVERTISING TO 
HELP YOU SELL MORE PENS 


This year Conklin offers you everything you need 


* 
5 
3 


to do a bigger business in Conklin Pens, Pencils, 
and Sets. New Conklin features, a bigger ad- 
vertising campaign and more dealer helps, all 
combine to assure you of a volume of profitable 
business on this precision writing instrument. 
Through the pages of such dominant publications 
as The Saturday Evening Post, Collier's, Time, 
Thrilling Fiction Group, and Western Newspaper 
Union, Conklin advertisements are brought to 
115,472,000 readers—a large influential buy- 
ing group. 

Conklin also offers you attention-compelling dis- 
play material and other dealer helps to attract 


customers’ attention right at the point of sale. 


Be sure to tie up with this big Conklin campaign. 
Your 100% cooperation will result in making 
1936 your most profitable Conklin year. 

THE CONKLIN PEN COMPANY, TOLEDO, OHIO. 





PENS « PENCILS ¢ SETS 














““Time Pieces T hat Satisfy” 





7 JEWEL RHINESTONE SAUTOIR WATCH 
AN ATTRACTIVE EVENING ACCESSORY 


LOUIS WATCH CoO., Inc. 
580 FIFTH AVENUE 


NEW YORK, N.Y. 














HONESTY is not a virtue 


It is good business. 


FOR OVER 40 YEARS J. B. COOPER 
has supplied the jewelry trade with purest 
and finest PLATINUM, Irid-Platinum, and 
Gold obtainable. 


FOR OVER 40 YEARS J. B. COOPER 
has paid the highest prices for Sweeps and 
Scrap Gold. 


COOPER’S policy of fairness and ac- 
curacy continues unchanged . . . always 
making new friends. 





JOSEPH B. COOPER & SON 


26 John St., New York 
Factory: Brooklyn, N. Y. 


Our reputation is our success. 
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Merchandising the Romance of Watch and Clock 
Repairing 
By DONALD F. KINNEY 

JIT HE story and romance behind watch and clock 

repairing” has been dramatized effectively in the 
store of the Hansen & Hansen Jewelry Co., Inc., Denver, 
Colo., the practices and experiences of which present an 
interesting and instructive story that may be of help to 
other jewelers. 

An instance of how the firm has gone about merchan- 
dising this appeal was a novel window display, installed 
at the store and which included various kinds of 
machinery, tools and parts of clocks and watches. Some 
of the pieces in the display were of modern type while 
others were much older models, the effect produced being 
4 contrast of the obsolete and present-day methods of 
repairing and kinds of watches and clocks. 

“The display was set up for about two weeks and 
attracted an unusual amount of interest and attention,” 
President J. I. Hansen declared. “It was almost entirely 
responsible for a lot of additional work, some of which 
came from new customers, and its success was attributed 
to the fact that it brought the bench to the customer and, 
at the same time, impressed the marked contrast of old 
and new methods of repairing. ‘This in turn related to the 
’ differences between antique and modern types of watches 
and clocks.” 

The window display included wheel cutters, a screw 
cutting lathe, a pivot polisher, jeweling calipers, and a 
complete set of antique watchmaking tools, together with 
other pieces of machinery and several large, old-style 
watches. The contrast was made effective by placing the 
obsolete tools and machinery at one position in the win- 
dow, and the modern pieces at a different position so that 
the various types were separate. Several small signs were 
included, the majority of which were used to designate 
the pieces on display. One of the signs was placed behind 
a wooden wheel and pinion that was made by the store 
for use in a wooden-works clock manufactured by Ely 
Terry in about 1815. The sign read: “We make any 
part for any old watch or clock—metal or wood.” 

Also included in the display was a large sign, placed 
in the rear of the window and which was headlined with 
the statement, “It Takes Something Besides a Brush and 
a Screw Driver to Repair a Watch.” ‘The sign went on 
to explain that the store had a very complete equipment 
of modern instruments and employed a staff of trained 
men, each of whom had served a careful apprenticeship. 
The sign also made it known that the veteran of the 
force had been engaged in watchmaking since 1867, when 
he began his apprenticeship as a boy, had used most of 
the tools on display, and had seen the development of 
antique instruments into the modern equipment of today. 

Explanation was likewise given on the sign that some 
of the tools on display were 100 years old and the time- 
pieces dated back as far as 150 years. ‘This was used as 
an effective appeal by asking the viewer to notice the 
difference between the old-style and modern watches. 

In addition to bringing the bench to the customer, the 
display presented a sort of “mystery” appeal. To the 
average person, the inside of a watch or clock and machin- 

(Please turn to page 75) 
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Quality Plus Style 





HIGHEST GRADE SINCE 1/886 


INTRODUCING 
ANOTHER EXCLUSIVE 
ULTRA SMART WATCH 


Most extremely curved ladies watch 
ever created. 

Made entirely of solid natural gold 
even to the dial. 

A credit to the holiday stock of every 
fine jeweler. 


NORMAN M. MORRIS 


INCORPORATED 


608 FIFTH AVE. NEW YORK 
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PREVENTS SILVER TARNISHING 
for at least 3 months 


Thousands of jewelers now use Silver Sentry regularly and 
wouldn’t be without it. 


They place the open jars in their showcases along with 
newly polished silver and the silver remains bright and 
shiny, looking its most salable, day after day, week after 
week, without the slightest attention on their part. 


They write: “With your Silver Sentry our silver has now 
passed 2 months without the slightest discoloration.” 
“Send me one dozen Silver Sentry. It has proven most 
satisfactory.” “We have tried your Silver Sentry and found 
it very satisfactory.” 


Silver Sentry is not a polish, mot a lacquer and is not 
applied to silver. It is an odorless compound that absorbs 
the ‘enna gases of the air and thus prevents 
tarnish. 


A single jar works effectively for at least 3 months in the 
average silver chest or drawer area of 5x2x2, and costs only 
50¢. For the average showcase or display shelves, 3 jars 
are recommended. 


Stop polishing silver—prevent tarnish. And keep your 
silver looking its best every minute by using Silver Sentry. 
Try 3 jars. Send the coupon now. 


Carried by all leading jobbers. Order from your jobber or 
from us, giving us his name. 


(Patented) 


Ci<— 


RETAIL 50¢ 
DN 


ry 
SILVER ff] SENTRY 








' 
Columbia Refining Co., Long Island City, N. Y. Dept. 211 : 
-.+-Send me 3 jars of Silver Sentry (50¢ each) ; 
.»»Please send me...... doz. of Silver Sentry, less regular trade discount and +: 
bill me through my jobber. : 

' 

' 


ES NS Oe ee ee ey NT ee eee rT ere rr ’ 

' 
EN Novas chn seas sseuoneeabeucrchieseowekeeesncieb hoor enaazanuars : 
My jJobber’s mame .............. ebb tpeia rahi eeens selene nenaTSaacaaunae ‘ 











A NEW DEAL 


FOR 
IMPORTERS & WHOLESALERS OF WATCHES 


Buy Direct from the Manufacturers 


A complete line of Movements in all of the 
popular and staple Sizes, Shapes, and Jewels. 

A quarter of a century of watch manufactur. 
ing is your guarantee of accuracy and quality. 


We Do Not Sell To Retailers 


Wholesalers and Importers can buy with the 
positive assurance that we will not compete 
with them. 


Your own trade name imprinted on Dials without 
extra charge, on reasonably sized orders. 

A full stock in our New York offices enables us to 
render prompt service at all times. A large Material 
Department is maintained assuring our customers inter- 
changeable watch parts. 


Let us Submit 
Samples 
and Prices 





42/3 Ligne Baguette 3% Ligne Baguette 


Chase Watch Corp. 
68 NASSAU STREET, NEW YORK 


Factory—Bienne, Switzerland 














SOMETHING NEw! 





A POWDER LADLE 


ACTUAL SIZE 








PATENT DES. NO. 100,770 


Made of Sterling Silver, packed in a velvet 
lined display box to retail at 50 cents each. 
This ladle is made in miniature size to fill a 
Compact. The bowl of the ladle is designed to 
get all the powder without waste. 


An attractive display card with each initial 
order. 


* 
CHARLES GRABHORN 


Manufacturer of 
GOLD and SILVER NOVELTIES 


4-6 WASHINGTON PLACE 
Near Broadway 


NEW YORK 














for November, 1986 
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Merchandising Romance of Clock and 
Watch Repairing 
(From page 73) 


ery used in the repair is not fully clear. Since it is a 
human characteristic to peruse the explanation of some 
sort of mystery, anything pertaining to the unfolding of 
the “secrets” of a watch not only commands great inter- 
est but educates the person to be watch-minded. 

Watch-minded education has also been accomplished 
by acquainting customers with the equipment in the store 
and explaining the functions of a watch or clock. This 
lays a firm foundation of the importance of quality and 
impresses the customer with the importance of buying a 
good watch and having it inspected regularly. As found 
by the company, repair work is an excellent “lead” for 
other business, and in some cases, repairing of a watch 
brings similar work on a clock, or work on a clock leads 
to watch repairing. 

A number of the firm’s repair customers have been 
bringing in such work for several years, and when con- 
tinued visits of this kind are made to the store, it is pos- 
sible to develop a sort of personal friendship. Even on 
the first visit, it has been possible to do this by concentrat- 
ing on the repairing of the watch or clock, explaining the 
various functions, and gradually leading up to a conversa- 
tion dealing with other jewelry. 

To the young, unmarried man, such a relationship 
establishes a good contact for the sale of gifts for his 
young lady friend, and when proceedings between the two 
become more serious, for the purchases of an engagement 
and wedding ring. With the married man, the contact 
leads to the sale of necessities for the home, such as silver- 
ware, or gifts for his wife and children. Such contacts 
with women, married and single, have likewise proved 
profitable for the company in the sales of articles other 
than watches and clocks. 

In many instances, repair work on a watch, together 
with the merchandising appeal of the “story behind repair- 
ing,” has proved the definite leader for similar work on 
a clock. 

“We have found that one of the most valuable advan- 
tages of clock and watch repairing is that it is a lasting 
and every-day business,” Mr. Hansen said. “Between 
350 and 500 watches, and from 25 to 50 clocks are in the 
repair department at all times. A large amount of repair 
work, and contacts for purchases of other jewelry, has 
come from railroad men since the firm is the official watch 
inspector for every major railroad operating in the city. 

“We have also found that stressing apprenticeship is 
valuable. This works out in a sort of progression of 
three important points—tools and apprenticeship develop 
the master watchmaker, the master produces quality work- 
manship, and the quality of work brings a high monetary 
return.” 





Taxes collected by the Bureau of Internal Revenue on 
jewelry for the fiscal year 1936 amounted to $3,110,604.75 
according to the preliminary report of the Commissioner 
of Internal Revenue, just made public. The Third col- 
lection district of New York led all others throughout 
the country with the collection of $1,210,522.04. The 
next largest collection was made in the First Illinois dis- 


trict, being $285,534.54. 
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CLOCK PROFITS 
for the 
JEWELER 


This Christmas more people than ever 
will buy Chelsea Clocks. The retail 
profit will go to the jeweler. Chelsea 
Clocks are typical jewelry store mer- 
chandise. They are stocked by lead- 
ing jewelers in every city, and they 
are not offered to ordinary depart- 
ment stores or other merchants. 
The customer looking for a Chelsea 
Clock is looking for your store. 
ILLUSTRATED: The Nautilus, a re- 
cent addition to the Chelsea line and 
a leading seller in many cities. 


kk * 
CHELSEA CLOCKS 


CHELSEA CLOCK COMPANY, BOSTON, MASS. 
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THE PLACE. 


and the PROFIT 


By ROBERT J]. GUNDER 











EWELRY store owners—executives—managers: Let’s 
make this holiday buying season everything you hope 
for—and more. It has the potential. The time is psy- 
chologically right, the place is your city, your store—and 
the profit depends on the use you make of opportunity. 

The time has come for management to step from be- 
hind the counter and get back to managing. The past is 
buried and the future lies ahead. The mechanics of store 
operation are details for others to watch . . . your job is 
to plan the profits of tomorrow. You need a perspective 
view of your store, your stock and your sales force before 
you can plot the path! 

If there is a formula for successful jewelry merchan- 
dising, Christmas, 1936, this is it: Try as many ideas as 
you can as often as you can, discarding weak ones the 
minute they fail, concentrating on those which show 
results. Above all, keep moving. If you can’t spend 
money, spend time thinking up new or forgotten ways of 
selling. 

When you plan your program, don’t let prejudice stand 
in the way of progress. Dare to be different. The un- 
expected is not necessarily the unsuccessful. Some jeweler, 
somewhere, is building a good business on ideas that 
would not work for another. It depends on who and 
how. And the enthusiasm of the one who worked it out. 

Every merchandising program should be based on esti- 
mated sales expectancy. That is the guide-post which 
points direction and provides a check on progress. It is 
also the sum total of market potential based on last year’s 
sales over the same period, community conditions and 
competition. Your sales expectancy chart should be set up 
in such a way that you will know at all times just where 
you are... and what is necessary to keep going ahead. 

Merchandising has three phases: 1. Locating the poten- 
tial customer. 2. Getting him into the store. 3. Pre- 
senting merchandise in such a way that he is impressed to 
the extent of purchasing. Each phase is in itself a deter- 
mining factor, each depends on the other two. . . but the 
actual responsibility for the success of the cycle hinges on 
you, the planner, the organizer and coordinator. 

You know your place in the community, you know 
what class group (if any) is your logical market. In- 
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vestigation and experience will help you determine the 
best method of reaching them. It is this part of the pro- 
gram which decides its basic efficiency. There was a time 
when anyone with money in his pocket was a potential 
customer—regardless of his wants or needs. But today 
good business as well as common sense says, “Don’t waste 
time and money trying to sell everything to everybody. 
Pick your group of prospects and use the proper media to 
reach them!” 

Now let’s set ourselves straight by defining a prospec- 
tive customer as a person with a need for something which 
you sell—and who has the money to pay for it. That 
includes people who may need things without realizing it. 
So salesmanship enters the picture. Your advertising must 
first show the need, then create the urge to do something 
about satisfying that need. In other words, it should 
bring the potential customer into your store for a specific 
purpose. That is advertising’s job. 

Good merchandising means that every single step from 
suggestion to sale must be conceived and planned to make 
the path an easy one to follow. Prospective spenders are 
only too ready to change their minds and turn back on 
the slightest provocation. Management’s job is to pre- 
vent that by seeing that everything is as right as possible. 
Be sure your advertising has the proper tone and says 
exactly what you want it to say. Be sure your window is 
smartly dressed and the whole store bright and smiling. 
Be doubly sure that everyone connected with the actual 
selling knows what he is selling and can discuss it intelli- 
gently as well as truthfully. Confidence sells jewelry! 

Time your program to take advantage of natural op-. 
portunities. November, for instance, is the beginning of 
the road toward Christmas. The lay-away needs constant 
encouragement. Most of all, this is a month to encourage 
traffic into your store for almost any reason you can think 
of. Get people accustomed to coming in—and they’ll be 
back before Christmas. 

But don’t forget November’s other “naturals.” At a 
time when the great national pastime of eating is the news 
of the day, silver is the jewelry store’s item of the month. 
And—if you haven’t heard—November competes with 
June as the month of brides! 
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CHRISTMAS TIME 


Silverware Department 


IN THE 


BI 














Norma J. McNamara, 
buyer of silverware, C. I. 
Josephson, Jewelers, 
Moline, Ill. 


dd 
I; you are entertaining 
the Joneses for Christmas dinner, will you be embarrassed 
by the fact that your table service does not match or is 
not complete? You can buy everything you need for the 
perfectly appointed table at Josephson’s.” 

This announcement reached the residents of Moline, 
Rock Island and Davenport, and others living within a 
radius of over a hundred miles, over radio station WOC, 
Davenport, at Christmas time, last year, as a part of the 
holiday merchandising of silverware by C. I. Josephson, 
Jewelers, Moline, Illinois. 

It is the plan of this store to follow a program of 
radio and newspaper advertising this year as a part of 
their holiday sales campaign, similar to the one employed 
last year. 

Norma J. McNamara, buyer of silverware for 
Josephson’s, started their holiday season series of radio 
broadcasts last year by giving a 15-minute talk over WOC 
on the subject of silverware. This was presented as a 
part of the station’s educational program, and while she 
was introduced as being from Josephson’s, and she named 
the manufacturers of the silverware, there was no other 
commercial note during the talk. 

Mrs. McNamara started the radio series at Thanks- 
giving time, and the follow-ups on the 15-minute talk 
consisted of a 25-word announcement six times a day, 
between 9 in the morning and 9 in the evening, between 
chain programs with time signals on each occasion. These 
were continued over New Year’s. 

Each 25-word announcement was appropriately planned 
to tie-in with the season in a timely way. For instance, 
the announcement mentioning the entertainment of the 
Joneses for Christmas dinner, as noted above, was made 
at the time preparations were being made for the dinner. 

During the month of December, last year, Josephson’s 
advertised daily in the local newspaper. 

In its newspaper space, and on its radio time, this store 
carries on an institutional advertising campaign, empha- 
sizing the quality of their merchandise, and establishing 
the fact that they stand back of their goods. Their 
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specific advertising, giving the prices, is done through 
window displays and envelope stuffers. 

“Our Christmas buying usually starts in August,” ac- 
cording to Mrs. McNamara. “Customers will start in 
August or September to purchase a gift costing about $25, 
by paying a dollar a week. This is not installment buying 
in the usual sense, because we keep the merchandise until 
it is paid for. There is no carrying charge to the cus- 
tomer, and we do not risk loss of the article being pur- 
chased. 

“The customer likes buying merchandise in this way, 
because it is paid for before Christmas arrives, and it in 
no way slows down our volume of sales at Christmas time, 
because these earlier articles are all paid for, and the cus- 
tomer is ready to buy something else. It pleases the 
customer to be able to purchase early, when the stocks are 
full. 

“We have a tremendous volume of traffic of people who 
come in just to look. They come in during the noon 
hours, and if there is someone to help and advise them, 
they like to make their decisions early and arrange the 
payment so that it is completed before Christmas. 

“All jewelers are facing the problem of the customer 
who is not able to pay for an article all at once, but who 
must make her payment out of income, and some addi- 
tional arrangements for receiving payments out of in- 
come, without entering into the ordinary installment plan 
of carrying charges, will have to be made.” 

While a store likes to feel that Sterling is a very im- 
portant part of its business, it is true that a great many 
customers select plate, and that is where the volume very 
largely is. 

“*A store has to keep its silver plate before the customer, 
or she will not buy it,” is the experience of Mrs. Mc- 
Namara. ‘The casual passerby is more liable to be a 
plate customer rather than a Sterling customer. 

“The Sterling customer is more likely to come into 
the store with her mind all made up to buy something. 
Sterling is a tradition with some people. 

“One of our most successful sales pushers has been a 

(Please turn to page 81) 









Advance Christmas 
Buying Features 
the Return of 
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Sterling The best business since 1929 


indicates clearly a return to 
Quality Merchandise. Para- 
mount among quality items 
in the Jewelry store are 
Sterling Silver Dresser Sets. 


Silver 
Dresser 


Line 


Wallace presents with pride its new patterns and de- 
signs—truly aristocratic 1936-1937 standard-bearers. 


Wallace craftsmanship demands perfection of execution, and each group in this new 
catalog presentation accentuates the Wallace reputation for supremacy in the exacting 
field of Dresser Silver Services. 


R. WALLACE & SONS MFG. CO., WALLINGFORD, CONN. 
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Christmas Time in the Silverware Department 
(From page 79) 


window displaying chests of plate which are opened to 
show the patterns. It is the eye-appeal of the chest ar- 
rangement which encourages the sale, showing the public 
the beauty of the pattern when displayed complete. 

“Occasionally we have a Sterling window display, with 
a wonderful tea set and a couple of matched pieces, such 
as platters or bowls. 

Josephson’s have a dining table- just inside their door, 
which is visible from the street. This is not used for any 
particular department, and sometimes it is all set with a 
china pattern, while at other times it displays hollow 
ware. The dining table is used because it can be set with 
displays for four or six people, with everything to make 
a table complete. 

Almost every month the store places with their monthly 
statements an envelope stuffer which has to do with plate 
or Sterling. Recently they used one on plated hollow 
ware, and during the following month the sales on that 
merchandise exceeded those of the previous month. 

It is found by Josephson’s that as a general thing the 
only items which they make money on are those which they 
have in sufficient quantities to stock and push. Other- 
wise, when only a partial stock is carried, it is found that 
about half of it sells, and they perhaps get their seed back. 

In the opinion of Mrs. McNamara, the solicitation of 
silverware business by telephone does more harm than it 
does good, because it annoys the customer to have some- 
one call and say, “We have some lovely new things. 
Come in and see them.” She doubts that people will 
make special trips in answer to telephone calls. Also, 


Display of silverware showing a part of the department in the store of C. |. Josephson, Jewelers, Moline, II. 
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this store has two lines, which are busy most of tne une, 
and a business telephone must be free for in-coming calls. 

It is the experience of Mrs. McNamara that most peo- 
ple who buy plated silver will buy a chest unit costing 
around $50, making the payments as is convenient, fre- 
quently paying $5 at the time and $5 each week, then 
taking the merchandise after payment has been com- 
pleted. It is found that the customers who do not have 
established credit are largely the ones who buy in this 
price field. 

While it is true that plated patterns are nationally ad- 
vertised, with the prices appearing in the magazine adver- 
tisements, and that they can be purchased at department 
stores or from mail order houses, Josephson’s give their 
customers the advantage of being able to make their se- 
lections from an extremely large and complete stock, and 
people soon learn of this desirable feature of buying at 
Josephson’s. 

An impression is made upon plate customers from the 
fact that when they buy at Josephson’s the store does the 
engraving free of charge. Customers are heard to ex- 
claim, “Why, it doesn’t cost any more here!” and “You 
don’t have to pay the parcel post when you buy here!” 

When an engagement becomes known, either through 
announcement in the papers or through friends, Joseph- 
son’s telephone the bride-to-be and ask if they may send 
over a case of Sterling patterns for her inspection. Care 
is taken to refrain from introducing a commercial note 
in any way in sending over the case. 

There are 20 patterns of Sterling in the case, and it is 
more like an art exhibit than salesmanship. But of course 
the salesmanship is there, and in a most effective form, 

(Please turn to page 83) 
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Left to right: Antique, La Reine, Geor- 
gian Colonial, Normandie, Rose Point, Sir 
Christopher 
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97-2 “Duchess of Kent” 
Dresser .Silver, hand en- 
graved shield. Three - piece 
Set — Hair Brush, omb 
and Mirror $30.00 


4218 “Aster” 
Centerpiece 
$29.00 


4050-9 Cheese Plate with 
“Rose Point” Cheese 
Server, hollow handle, 
stainless blade $10.00 
complete 


199 “Piccadilly” Men’s 

Set: Hair Brush and 

Comb in black leather 
case $12.00 






































4600-9 “Rose Point” Buffet Tray $75.00 


This is the sort of full page advertising 
Wallace will feature in December. The 
message will be.... give.... “precious 
sterling silver this Christmas. Visit 
your own jeweler’s sterling silver gal- 
leries.”” Will you focus this advertising 
on your establishment .... by stocking 
and displaying these excellent gift 


suggestions? 


R. WALLACE & SONS MFG. CO. 
Wallingford, Conn. 
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Christmas Time in the Silverware Department 
(From page 81) 

because the girl and her relatives “Oh!” and “Ah!” over 

the beautiful pieces, with no prices in evidence, and the 

selection is therefore not biased by price. The case is sent 

by special messenger. 

With the case is sent a bride’s book, as a gift, bound in 
white leather and beautifully wrapped in a satin box, 
with all advertising inside the cover. 

In case the store does not hear from her in three or 
four days, they telephone and ask if she is finished. At 
that time the girl usually volunteers the information that 
she has selected a pattern. And after the case is picked 
up, the store goes into the matter of price with her. 

Mrs. McNamara maintains a daily inventory, complete, 
of all the flat silver in the store, both Sterling and plate. 
Asheet is kept on each pattern, and every person making 
a sale puts a slip in the cash register and this information 
is recorded daily on the individual pattern sheets. 

This perpetual inventory enables Mrs. McNamara to 
keep on hand the essential pieces in popular patterns, and 
is an aid in closing out a pattern. When it is decided 
to close out a pattern, it is kept in mind for a year or two, 
and purchases in that pattern are made only in staple 
dozens so that when the time for closing out arrives, only 
the staple pieces will be on hand. 

It is found that having staple dozens on hand is essen- 
tial, because a customer wants to buy her staple dozens 
at once, but is willing to wait for the serving pieces. 


Answer to Letter from “A Constant Reader” 


Replying to your recent inquiry, we will say that there 
is no book published on calculations of clearance and fit 
for watch glasses. 

As we understand yeur idea, it is that there should be 
a way to measure any bezel in which a glass is to be 
fitted, then use these measurements as a basis for calcula- 
tions from which a grinding machine could be set so that 
it would automatically grind a glass to fit the job in every 
particular—profile of edge, height of clearance for the 
hands, exact fit to snap into the seat without adjustment. 

At a glance, it seems to us that this could not be accom- 
plished, for the reason that the seats in bezels are not 
uniform, as manufactured; whereas they would have to 
be very exactly so, if your idea is to work in practice. 

Not only are they not standardized geometrically, but 
the exact snap-fitting of glasses into bezels is a matter of 
such accurate “oversize” fitting that this must be tried out 
for each job, and is therefore a matter of handwork 
instead of machine work. It often calls for inspection and 
alteration of the overhang of the bezel-seat, which a 
machine cannot take care of. 


Look Out for Him 


Jewelers are warned by the Jewelers Security Alliance 
of a swindler who has been operating with bad checks. 
This man is described as being about 60, 6 feet tall, 200 
pounds, florid complexion, several noticeable gold crowned 
teeth, wears dark suit and dark soft hat and glasses. 

He failed in his efforts to pass a worthless check for the 
value of a watch and ring on a Cincinnati, Ohio, jeweler 
who went to the trouble of wiring the Macon, Ga., bank 
on which the check was drawn for confirmation. 
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WEIDLICH STERLING SILVER 





— SMALL GIFTS FOR CHRISTMAS — 
IN STERLING SILVER 


SPECIALS 
TO RETAIL AT 


$4.00 





$90.00 


AND UP 








7372/2 BON BON SET 
CRYSTAL GLASS WITH STERLING SILVER OVERLAY 









NO. 7412 BON BON 





NO. 7356/2 SAUCE BOWL 






NO. 7306 
SALT & PEPPER 





NO. 8064 WATER PITCHER NO. 7111 JUICE CuP 


SEE 





THE COMPLETE LINES AT OUR N. Y. SHOWROOMS. 
HOLLOWWARE — FLATWARE — BABY Wane — NOVELTIES. 
WRITE FOR FULL INFORMA 
SALESMEN ARE NOW IN ALL TERRITORIES. 


WEIDLICH STERLING SPOON CO. 
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KADETTE yer? orien ade stort one 
The ‘‘Classic’’ introduces a radio of he Cis ead wn P 


C1 [asste 


superlative design—just as beautiful 
front or back, and incorporating for 


5 re the first time, three different colored 


COMPLETE 


asinine 











plastics in six combinations. For the 
quality buyer—and the fine home. 


Ts 


The “Clockette” sells on sight! A $ 9 5 
reat little set, exceptional tone, ] 2 
Fighly selective. And there's nothing 

like it in appearance on the market. COMPLETE 














The 








The MODERN The COLONIAL 
The FUTURA 
The ‘‘Modern,"’ the “‘Futura’’ and the “Colonial” ye anage 
PATENTS of choice walnut and mahogany veneers—large c pot. dials 
APPLIED FOR combined with speaker grille—5 tubes in half the usual space. 








| 











KADETTE 


Stock all three of these out-of-the ordinary radios and cash 
in on the big volume of holiday business they'll bring you. 











ee ORDER NOW 
KADETTE «Gawd INTERNATIONAL RADIO CORPORATION 
asd ntneddior ee we ae 7\00 Se 521 WILLIAMS STREET ANN ARBOR, MICHIGAN 
Seances @ kt, © 
Soo-dadiccapekels seruaidees 10... reators of Quality Compacts 
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PORTRAIT OF SPENCER TREHARNE, JR. 
SON OF THE PRESIDENT OF 


Pat. Applied For CONCORD SILVERSMITHS 


Pat. 
Applied For 


HAMPSHIRE 
PATTERN 
CHUBBY 
$2.00 each 

lis 


st 
subject to 50% discount 


Pat. Applied For 


THREAD 
PATTERN 
CHUBBY 
$1.75 each 


list 
subject to 50% discount 


THE “CHUBBY” 


First Scientifically Designed a® 


BABY SPOON and FORK 


CONCORD ‘‘Distinctive’’ FOR NOVEMBER 


There was joy in the Perambulator Club when Concord designed its 
November Distinctive. “Here,” cried the babies, scanning the workmanship 
of our sterling silver craftsmen, “are a spoon and fork that make sense. We 
can hold them and not pour porridge down our necks. Let’s tell Mother!” 

This fork and spoon are so constructed that they fit the chubby hand 
of a baby. The ends of the bowl protrude beyond the line of the handle so 
that it is easy for baby to use them. 

“Chubbies” aren’t just sensible, they’re beautifully designed in sterl- 
ing silver. Read the personal offer—and see if your baby doesn’t agree 
they’re a great sales value. 











: 50% discount is allowed on all Concord flat 
LAST MONTH’S and hollowware. A policy introduced by Con- 
Distinctive cord which the jeweler has welcomed. 


CONCORD SILVERSMITHS 











CORPORATION 
Every month we cre- CONCORD, NEW HAMPSHIRE 
ate a new “Distinc- : I 
tive” — something un- New York Office, 347 Fifth Ave., Suite 1606 
usual in sterling. In 
m—| October it was this Pom mm Om mer rr rrr rrrsec--- —— 


miniature Colonial 


Knife Box—a novelty | CONCORD SILVERSMITHS CORPORATION 























sales leader with Concord, New Hampshire 
many uses. s 
86.00 list Please send we.......... of Chubby Baby sy 
, re ity) 

Subject to 50% discount as advertised. (quantity 
RU IN = 56s Sp cain a's aed nde ota eat ees. cae I 
I BOR ocd Soe adica Sinn he eeeinen maleckeeeeees Cuan tee ae eee ; 
1 
I MN i hoes inthe denssinva ne eee i 
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“Shopping P 
World Unfo 


By ROY CARMICHAEL 





rr operation of 
“a new place of shopping interest where the world unfolds 
its treasure,” the Colonnade at the Montreal store of 
Henry Birks & Sons, Ltd., is hitched to a three-fold pro- 
motion program: newspaper advertising, week-in week- 
out, displaying new merchandise, an annual clearance 
sale, and seasonal booklets distributed in the spring and 
the late fall. 

“The firm’s general advertising policy does not include 
special sales, and the exception to, this rule only occurs 
when justified by some unusual offering,” say Earle L. 
Gallagher, secretary of the company and manager of the 
store, and A. H. Woodley, advertising manager. For 
instance, a favorable purchase of 100 salt glaze white 
lamps, regularly priced up to $17.50, was advertised 
effectively in four newspaper columns six inches deep, 
to retail during three days at $10 each. 

“Besides lamps, china and occasional furniture have 
been featured successfully during the last four months, 
and represented a very important part of the total sales 
volume, although an extensive and varied stock of other 
merchandise is also carried in the Colonnade, our new 
shopping center. 

“Direct advertising includes the distribution of seasonal 


ace Where the 


ds Its Treasure” 


86 



















Earl L. Gallagher 


booklets, and a 64-page year book is produced in Novem- 
ber and distributed to our city and country clientele. The 
merchandise illustrated in this book is contributed by all 
departments of our store and includes a good representa- 
tion of the fine wares displayed in our Colonnade. The 
copy stresses quality; we avoid advertising competitive 
lines.” 

Five hundred patterns of fine English china dinner- 
ware which were recently presented in an exhibition and 
sale, included outstanding patterns by Minton, Royal 
Worcester, Wedgewood, Royal Crown Derby, Royal 
Doulton, Coalport, Aynesley and other masters of the 
ceramic art. 

All complete dinner service orders justified removal 
of the pattern from exhibition, making it “exclusively” 
the purchaser’s. 

Enthusiastic visitors have praised the Colonnade as one 
of the most beautiful show places in any retail store on 
the North American continent. Opened on June 1, 
1935, it is reached by ten steps from the main store. It 

(Please turn to page 91) 


THE JEWELERS’ CIRCULAR-KEYSTONE 
for November, 1936 








5 3 Yorve O. Lo / 


you CAN DOUBLE nite, Caguisile l, Miwa 


Your Unit of Sale i 


7 
Bs ne 4 
Y, Clg? 





















with these 


TWO NEW DESIGNS IN 


COMMUNITY 
CHINA 


MADE IN AMERICA 


For every woman who chooses the Prestige, 
the Beauty and the Value of Community Plate 
Flatware will want Community China to har- 
monize on her table —if you have it in your 
store to show. ... Sell the rich Brocade with 
Coronation, King Cedric and Grosvenor... 








sell the aristocratic Columbia with Berkeley 
Square, Lady Hamilton and Deauville. 
COMMUNITY CHINA is Genuine Vitrified 


China, not to be confused with Earthenware 
or Semi-Porcelain 






Choose from these _ 
smart new designs in this — 
finer china. Give a service 
of Brocade, aristocratic i 


me 


its delicate richness; or 0! 





INTRODUCTORY OFFER 
51 Piece Service for Eight 


$ 49.75 
| with FREE 
For a limited time, with you 


“4°\™A. ‘“ 7 
"Feces in Reserve : 
purchase of a51-pieceService for ~ 


TEA CUP & SAUCER e VEGETABLE SAUCER Ihe Eight in either design at $42.75, - 











Columbia, dynamic in 






silvery circles. 






INTRODUCTORY OFFER. _ 
FREE 
PIECES “IN RESERVE” =~ 
for emergency replacement 





















BREAD & BUTTER PLATE Cotumlia your dealer will give you extra 
p matching pieces to safeguard the 
The illustration at the right is a reproduction of the Ad ee completeness of your set. 





which appears in the Dec. 5 Saturday Evening Post. 


Write for Prices and Full Information. 


ONEIDA COMMUNITY, LTD. 


Division of ONEIDA LTD. ¢ Oneida, N.Y. COMMUNITY CHINA | 


4 A aA 
Cattitatt}) 12 L/AMG? Yul pottly 
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CRYSTALLINE LINE 


BOWLS—CENTER PIECES—VASES—CIGARETTE HOLDERS—ETc¢. 


Made of clear crystal glass this new, fast-selling line of decorative gift novelties is popularly priced fo, 
quick turnover and substantial profits. Stock the complete line. 





New York City 
43-47 West 23rd $i. 


San Francisco 
150 Post Street 


A new trend in glass gift novelties entirely hand made—not 
molded! Classic in design, these graceful pieces make un- 
usual gifts for every occasion. Prominently displayed, their og Orp 


NEW BEDFORD, MASSACHUSETTS 


appealing style and moderate price will bring steady sales. 
Additional illustrations and prices sent on request. Order now 
for early delivery. 





THE THRILL OF A LIFETIME 








f 





In the Orient divers seek on the ocean bottom the 
oyster within whose shells are found the lovely and 
precious pearls. 

Now we have brought this oyster to you preserved 
in a can that may be opened by you at your will 
anywhere—any time—thereby getting the thrill of 
a lifetime in finding the pearl therein. 

Every package guaranteed to contain a cultured 
pearl suitable for mounting into jewelry. All oysters 
opened have contained pearls from five to twenty 
grains each. You will also receive many orders for 
setting these pearls in mountings. 

Be one of the first to sell this most educational 


Real help for the Christmas Shopper 


This colorful folder shows 59 attractive gifts in chro- 
mium, brass and copper, priced from 50 cents to 
$12.50. Order your supply now. The folders are free; 





we charge you only our cost of imprinting your name 
and address on them ($1 a thousand). 


CHASE BRASS & COPPER CO. 
Chase Tower, 10 East 40th St., New York City 











novelty. 
WRITE FOR OUR THRILL PAGE 


STEPHEN VARNI COMPANY 


580 FIFTH AVENUE, NEW YORK CITY 
DISTRIBUTORS 
UNUSUAL GEMS AGENTS WANTED 
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BLUE GLASS MIRRORS 
Plus Bright Lights 


SPEED 
CRYSTAL SALES 


By IRVING W. RICE 
































$i. 
Let there be light! was placed directly in front of the light. The rays shone i : 
If you want to sell crystal, bring out the dazzling, hidden through the glass, breaking the facets of the design into BS: 
spectrum in the glass, the sparkling blue, violet, silver and a million dancing particles of light. 
red brilliance. In other words, display glass merchandise Hidden lights like stage footlights or a stage spotlight 
with light. Light around it, under it, above it, behind it. shining from above produce a clever effect. If crystal 
A clever arrangement of mirrors in a showcase, on a lamps form part of your merchandise, they may be wisely } 
“i table or in the window of your jewelry store will achieve put to use to illuminate the display of crystal. Put a 3 
bs marvels in attracting the eye of prospective customers. white shade on glass lamps, for the clear white light 
The women, especially, who are the ones that buy glass- dazzles the eyes when it strikes against clear white glass. 
ware, will stop to look. For did you ever see a woman In displaying cut « -ystal on a table inside the store it 
who could pass a mirror without pausing? is always a good idca to show it in quantity. A large 
Use mirrors, preferably blue glass mirrors, for they New York department store ran a very successful sale of 
bring out the deep and scintillating tones of crystal to cut glassware a short time ago. The table of crystal was 
make it flash like diamonds. Be lavish in your use of simply crowded with pieces. Boxes, ash trays, vases, salt 
mirrors in showing crystal. Small ones may be used as and pepper sets, desk sets, gravy boats, small lamps were 
trays on which to rest a single glass vase or a set of salt massed together. The very brilliance of the many pieces 
and pepper shakers; large ones may be used to act as a shining against each other attracted the buyers. 
background in the window or in the showcase. The newest trend in table setting demands crystal in 
A clever jeweler of my acquaintance recently showed sets. The modern hostess uses on her table cigarette 
glassware in his window in a most successful manner. boxes, holders, ash trays and match boxes as well as salt 
The display was simple, inexpensive and ingenious. He and pepper sets and cream and sugar sets of the same 
placed a large blue mirror on the floor of his window. pattern. 
Upon this he fitted an oblong box also made of mirrors Select one design, either one of simple modern lines or 
which formed a small raised stage. In the background an English pattern, or a more rococo set of crystal, remi- < 
he put a three-part mirror like one on a woman’s vanity niscent of the continental style, and set your stage. Ar- 
table which reflected the image back and forth many range each piece in the window or showcase so that it is 
times. easily seen. 
In this setting of mirrors that caught every beam of At one time the jeweler, if he had glassware in his 
sunlight in the day and multiplied the electric lights in the showroom, stocked a few patterns of fine crystal stem- 
night, he arranged his crystal vases, boxes, ash trays, ware, a variety of fine glass perfume bottles and atomizers 
candlesticks, decanters and perfume bottles. This win- and a vase or two. With the advent of the “more drink- 
dow display stopped the people passing in the street. It ing, nicer drinking-served correctly” era of our civiliza- 
crowded them up to look and admire. It brought them tion there was a great demand for the right kind of 
into the store. decanters and bottles and drinking glasses of all kinds. 
Artificial light used with mirrors will add a thousand- The progressive jeweler recognized the profit to be made 
fold to the effectiveness of a display. In the window men- in this kind of glassware and enlarged his glass depart- 
tioned above an electric light bulb was concealed under ment to include drinking accessories. : 
the raised step. An opening in the top of the mirror Today, looking around for more profits in crystal, he 
allowed the light to shine through. A fine cut glass vase (Please turn to page 93) 
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Quick, Easy Profits— 


On Monogrammed Glassware 


Cash in on the popularity of Hand-Engraved Monogrammed Glassware. 
Avoid expense and trouble of carrying stock. 


Check These Dealer Advantages: 


@ No Stock to Carry—aAll you need is catalog and display 
samples. Hundreds of items available. 

@ Nationally Advertised in best publications. Continu- 
ous display has created unusual customer acceptance. 

a —— Mark-Up—Remarkable allowance to legitimate 

eailers. 

e@ 24 Hour Service—Orders promptly filled. 

@ Repeat Business—Customers come back to add to their 
line. Replacements always available! 


Send for SAMPLES and 40 P. CATALOG 


Attractive 40-page counter catalog describing hundreds of items, 
most complete line in America, sent with $5 sample display assortment 
of one dozen popular pieces. Send cash with order. Samples returnable 
in 60 days if results are unsatisfactory. 


CLOVER LEAF CRYSTAL SHOPS 


Dept. J 
14 North Michigan Ave. Chicago, IIl. 











GOLDTOP 


ITEMS FOR MEN SELL... 


popular items 

for men can be 

found than those 

in the original Gold 

Top Line! Here you 

find top value in 
Knives — Knife and 
Chain combinations— 
Comb and File Sets— 
Tie Slides—Money Clips, 
in 14K gold, gold filled, 
rolled gold plate, sterling 
silver. Ask your whole- 
saler. 


JEWELRY & CUTLERY 
NOVELTY CO. 


we MicAgo 
NEW 
21 Maiden Lane 1104 Heyworth Bidg. 
SAN FRANCISCO 
704 Market St. 


Knite and Chain 
fen 











—__l"]]e))] 


A GIFT SERVICE 
ANNOUNCEMENT 


WHAT DO YOU WANT 10 


KNOW? 


DO YOU WANT TO KNOW WHERE TO 
BUY CERTAIN TYPES OF GIFTWARES? 


WHAT AND HOW MUCH TO BUY IN 
OPENING A GIFT DEPARTMENT? 


WHAT ARE AMONG THE BEST SELLING 

NOVELTIES AT THE PRESENT TIME—OR 

WHAT TYPE OF A CERTAIN CLASS OF 

MERCHANDISE YOU SHOULD GET FOR 
YOUR LOCALITY? 


THESE and a host of other questions will 

be answered at no charge to JEWELERS’ 

CIRCULAR-KEYSTONE readers, who will 

write to the GIFT INFORMATION BU- 

REAU on their regular letterhead outlining 
their problem in full. 


Gift merchandise is style merchandise and 
one of the first requisites of success is the 
ability to keep abreast of the market. 


Located in the heart of the gift field, our 
expert is in close touch with all manufac- 
turers and importers. As a result of our 
expert's years of experience, he not only 
knows the best sellers in the standard lines 
but is unusually well qualified to pick the 
winners from among the many items 
offered every year. 


Jewelers who want to know what to buy, 

when to buy and a host of other questions 

related to getting the proper merchandise 

will get a ready and helpful response to 

any questions directed to our Gift Infor- 
mation Bureau. 
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Shopping Place for Treasures 
(From page 86) 


immediately attracts the eyes of customers arriving by 
the Phillips Place entrance. The equipment consists of 
open show cases, glass shelves and glass tube columns. 
with a flexwood base. The floors are luxuriously car- 

and soft indirect lighting displays the exhibits to 
the best advantage. 

Jade, modern glass, collector’s silver, fine porcelains 
and pottery are amongst the treasures shown. 

A long promenade with bays or alcoves along each side, 
this smart salon also houses fascinating ‘“‘discoveries” 
brought together from the four corners of the earth, dis- 
played attractively and within easy sight and reach. Ex- 
clusive little pieces, both practical and decorative, which 
quite get away from stock or standardized merchandise, 
are arranged in tempting groups. Fine imported china- 
ware, both antique and modern, old English silver, un- 
usual finds in crystal, subtly simple lamps that give a 
certain cachet of distinction to a room—these are just a 
few of the alluring groups of lovely things found in the 
Colonnade. 

One extension is presided over by the founder of the 
firm, the late Henry Birks, an oil painting of whom 
dominates the scene. On the walls are large medallions 
of the Worshipful Company of Goldsmiths, and the Wor- 
shipful Company of Clockmakers, of which the president, 
William M. Birks, is a member. The Birks’ trade mark 
is the subject of another medallion. 

Conducted around the Colonnade by Earle L. Gal- 
lagher, the writer discussed with him the choice of the 
word “Colonnade” as a description of this fascinating 
department. 

Mr. Gallagher recalled with a smile that he had re- 
ceived a letter querying the use of the expression ‘“Colon- 
nade” in an advertisement, the critic claiming that it 
meant “an open space between pillars in front of a build- 
ing,” and was therefore not applicable to this display 
room. 

“A colonnade,” Mr. Gallagher explained, “is a space 
between pillars anywhere where people can meet. This 
type of architecture, similar to the one used by Birks, was 
first employed, so far as I can discover, in ancient Egypt 
on the Pyramid at Sakkara constructed in the third 
dynasty (about 3000 B.C.) and bears a remarkable re- 
semblance to the Greek colonnades with their Doric 
columns. 

“The Egyptians adhered to that type of architecture, 
and about 1200 B.C. one of the most famous colonnades 
of all time was built at Luxor. According to historical 
research, Tut-ankh-Amen was responsible for many of 
its decorations still unfinished. The Colonnade of Luxor 
became the ancient rendezvous of many an important 
festival of Thebes and the ‘Southern Opi,’ as these fes- 
tivals were called, were immortalized in murals. Tut- 
ankh-Amen, as we now know, was a great patron of the 

arts which were chiefly executed at that time in metals, 
quartz and ceramics. 

“Birks, in following the Egyptian type of architecture, 

is also displaying many types of the wares beloved by the 

Egyptians. It is interesting to note that architects and 
(Please turn to page 92) 
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SPODE’S 
SHANGHAI 


Illustrating. Spode's Shanghai on Bone 
China, a revival of one of the early 
Spode designs of Chinese influence. As 
a great artist once said, Chinese design 
fits all time and all space. 


Here we have the classic prunus blossom, 
signifying the coming of spring, with its 
galaxy of colored leaves, buds, and but- 
terflies, portrayed by the Spode paint- 
resses in richly painted shades of blue, 
red, yellow, and rose. 


This quaint style with its charming color- 
ing adapts itself to Eighteenth Century, 
or even Modern, settings. 


Carried in New York full open stock. 


Send for illustration, sample, and prices 


COPELAND& THOMPSON inc. 


206 FIFTH AVENUE - NEW YORKCITY 





ae 





a eer 


TITTLE PERETTI EE NES 


FAREU 


ee TA 


6 doe 





mee 


ger susie rg es 2 cues. fot, 
2 ER ae prs Sapte Epon fa aie? Son | pap Pence NOt 


ti 







Le Ae oi 5 ea 



















































Visit our new enlarged 
225 5th Ave. show room 


Write for leaflets 


PW. E. LINDEMANN | 
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New Yoru.N Y. 


CHICAGO SHOW ROOM 


LIVINGSTON'S 


1564 MERCHANDISE MART 















































DOING FOR THE JEWELER 
WHAT OPTOMETRY DID FOR 


THE OPTICIAN 


Leading retailers in largest to smallest communities are 
now offering to customers—accurate, proven knowledge 
of their merchandise—bdetter buying and sellin 
ods—greater financial stability due to increase 
Increase your business by this and the display service 
furnished when examination is passed permitting the 
use of the emblem below. 


meth- 
proyjits. 





dt co var 





Protects 


Proves 


Builds 


SIGNIFIES A NATIONAL RECOGNITION OF YOUR IN- 
TEGRITY AND A GENERAL SCIENTIFIC KNOWLEDGE 


of ‘diamonds, other gems, precious metals and jewelry. 


“Your customer against unethical 
merchants. 

Your reputation. 

_Against expensive blunders. 


National approval of your ethical 
standing. 

Your knowledge of merchandise. 

Your diamond grading ability. 


Knowledge of economical mer- 

L. chandising. 

Self-confidence. 

a ~ ~~ eee position in commu- 
nity. 


Customer confidence. 





Increased profits. 


Write today for descriptive pamphlet. 
AMERICAN GEM SOCIETY 


566 So. Alexandria 


Los Angeles, Calif. 




















Shopping Place for Treasures 
(From page 91) 


painters have often likened our present age to the Egyp- 
tions.’ The faces, silhouettes and figures of women and 
the truly modern in architecture and designs of such 
modern things as cocktail shakers are much closer to the 
Egyptian than to the Italian or Flemish periods in art. 
Take many of the people at our beaches—change their 
hairdress, drape them in short tunics and you may have 
a picture of the ancient Egyptians.” 

Mere words must fail to give a true impression of the 
beauty of the Birks’ Colonnade. Only a visit could do 
that, but the photographs accompanying this article give 
some indication of its attractiveness. 


Exhibition of Glassware at Metropolitan Museum of Art 


Hundreds of pieces, telling the story of glass from its 
beginning about 3400 years ago to the present day, have 
been assembled from all departments of the Metropolitan 
Museum of Art, New York, for an exhibition which 
opened October 13 to run until November 26, and which 
is one of the best of its kind ever brought under one roof, 

There are representative pieces from every age and 
every historical school, beginning with the tiny vessels of 
the Egyptians and ending with the striking modern pieces 
produced in America and Sweden. 

The October Bulletin of the Museum contains a com- 
prehensive review of this exhibition, prepared by Herbert 
E. Winlock, director. 

The display is shown in Gallery D-6. The use of 
lighting fixtures is unusual and the display of much 
interest. 


Old-Time Pottery Figurines Have Come Back 
Into Our Homes 
By R. H. LESLIE 

URING the gift shows there was quite an assortment 

of pottery figurines shown by many importing houses 
and by some American manufacturers. This caused some 
comment among buyers for jewelers and department 
stores and showed a revival of articles such as our mothers 
had on the mantels in our homes some 50 years ago. They 
have long been a favorite among the antique collectors 
and interior decorators have been using them to bring 
color and quaint interest to mantels, tables and secre- 
taries in the modern rooms. This vogue is welcomed by 
the woman at home because it gives life to many nooks 
and corners that formerly had nothing of interest to en- 
lighten such spots. 

Fashion says that the well-decorated interior may have 
many little glazed shepherds and shepherdesses, birds, 
dogs and barnyard animals, and amusing or dignified fig- 
ures of old-time characters. Their vogue is further at- 
tested by many modern pottery figures, including excel- 
lent copies of the old ones. 

In Colonial days pottery ornaments were often made 
in pairs, for use on a fireplace mantel, and when two 
pieces alike are found, their individual value is increased. 
Attractive Staffordshire figures may be found today, and 
our own Bennington pottery is sought by collectors. 
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Mirrors and Lights Speed Sales 
(From page 89) 


will realize that women shopping for table silverware, 
ornaments and gifts are often interested in glassware to 
accompany the silver. 

The smart hostess today enhances the beauty of her 
table with crystal accessories which harmonize with her 
home, her furniture, her silverware. 

The shrewd jeweler recognizes this trend and displays 
with his silver flower bowls, candlesticks and flatware 
choice pieces of glass of the many different periods. 

Thus he may display with a pair of silver candlesticks 
of simple, geometric design and with a set of the popular, 
modern patterned flatware which depends on its quiet, 
new lines for attractiveness, a table cigarette box and ash 
trays adorned with straight deep cuttings and straight 
lines of modern feeling. 

Another interesting exhibition of silver and crystal 
might be achieved by using with an elaborate eighteenth 
century candelabra, antique silver covered with the swirls 
and twists of the period, the glass accessories of the same 
mood. Fine crystal salt dishes, place cards, mustard pots, 
nut dishes would be the logical accompaniment to the 
silver. Of course, the jeweler could use this opportunity 
to show a set of flatware of eighteenth century design. 

If you wish to emphasize only your stock of boxes and 
their matching accessories, the ash trays, crowd your 
showing with all the different kinds you have in stock. 
A display of all kinds and sizes of salt and pepper con- 
tainers is a good idea. Crystal desk sets, ink stands, 
stationary holders, pen holders, stamp containers also 
may make an interesting exhibition. 

You can add life to any set-up by putting. stationary 
in the paper holders, stamps in the containers, ink in the 
ink well, a pen and pencil in the crystal holders. You 
can add grace to a crystal vase if you fill it with flowers. 
But always use white flowers, they look best in white 
glass bowls. Just as a woman “dressed all in white is a 
vision to delight,” just as a white house is everybody’s 
dream of a home, just as a white light shining on crystal 
is the most fascinating, a bouquet of white flowers is the 
only right color to bring out the beauty of fine white glass. 

And don’t forget the light, plenty of light. 





Canadian Giftware Association to Sponsor 
Spring and Fall Shows 


Toronto—So highly gratifying to dealers and manu- 
facturers in the giftware field was the outcome of the 
Toronto Gift Show, that another larger venture of a 
similar nature is to be held in the spring. Sponsored by 
the Canadian Giftware Association and the first exhibit 
of its type in Canada, the Toronto Gift Show will now 
become a semi-annual event and will serve the Canadian 
giftware field in a manner similar to that instituted in 
the United States by the famed New York and Chicago 
marts that have been held for many years. 

The Toronto Gift Show, held at the Royal York 
Hotel during Sept. 7 to 11 inclusive, attracted a patron- 
age of more than 1000 dealers from coast to coast, it was 
reported by E. M. Wilcox, director of this initial under- 
taking in the giftware field in Canada. 
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New 
Christmas 


profits 
with 


Rol-a-drop 


The new perfume dis- 
penser. Rolls on one 
drop at a time. Fast 
seller. Makes a Christ- 
mas “natural”. For 
more profits sell this new convenient accessory. Attrac- 
tive. Carried in handbag. Can’t leak. 12 vivid color 
combinations to match afternoon wear or evening gowns. 
Place your order now. If your wholesaler has not stocked 
yet order direct. 

For sample order enclose money order or check. 25R—12 
assorted colors in counter display box. (Rhodium long- 
wearing stainless ring) $7.20 per doz. 30G—14 K gold 
trim. Individually packaged in attractive boxes. Assorted 
colors with marvelous eye-appeal. $10.80 per doz. 65S— 
Sterling silver case—black trim. Excellent Christmas 
item. $18.00 per doz. 


Wholesale accounts solicited. 


Write LORMAC CORP. 
DEPT. J11, HARTFORD, CONNECTICUT 
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N. BLOOM & SON, Ltd. 


Dealers in 
OLD ENGLISH SILVER, 
OLD SHEFFIELD 
and 


REPRODUCTIONS of the OLD 


Geo. II Silver—Very fine, chased, Pear 

shaped Tea Kettle on Stand and lamp, 

in perfect condition. Made by Peter Ar- 

chambo and P. Meune of London, 1752. 

NEW YORK: 44 West 48th St. 

LONDON: 15 Norton Folgate, Bishopsgate, E.C.2. 
Trade Inquiries Specially Invited. 











The Age of Innocence 
Prints that preserve all the 
glamor of their famous originals, 
mounted on appropriate and 
practical bases. Old Masters, 
Marines, Florals, and Religious 
subjects. Catalog on request. 
Priced at $12 to $15 a dozen. 

Made by 
Rethcraft Studios 
and shown by 


| MOLLIE BOYNTON, Inc. 





Harper Junius 
225 Sth Ave. 


Elizabeth Johnston | 
New York City 











Metal Bookends and Statuettes 


HERE are very few jewelry shops 

which have. a demand for solid 
bronze statuettes or bookends. The 
greatest demand seems to be for the 
medium-priced metal bookends or 
statuettes in bronze finish—or one 
of the numerous finishes on the 
market. 

The jeweler cannot just go in to 
any showroom and pick out any 
bronze piece and expect to have a 
satisfied customer. There are numer- 
ous things to be taken into consider- 
ation. There is the structure or the 
basic metal upon which the finish is 
put. There is the artistic line, shape, 
form and decoration of the subject 
in general, and there is also the de- 
tail and execution of the design. 

In statues the fine details of the 
face, the hands and the costume have 
to be carefully considered. The gen- 
eral statue design may be very grace- 
ful but if the features or the hands 
are crudely executed the charm has 
been lost and the customer will not 
fail to notice this. 

In the case of bookends the design 
upon them must be graceful and 
charming. So the jeweler must give 
considerable attention to the execu- 
tiun of the details of the design and 
attention to the whole general ap- 
peal of the article. 

Regarding the finish, it is a mat- 
ter of taste. Not so very long ago 
finishes were in brass, bronze and 
verde. Today polychrome finish has 
gained in popularity. Of course there 
are many who cannot associate color 
with their metal statues and book- 
ends and who will only make their 
purchases of items in one of three 
old standard finishes. 

Most manufacturers today offer 
their products in all finishes. The 
finish is a matter of taste and should 
be treated from that angle. It is wise 
to carry in your shop all finishes, not 
necessarily in each of the designs se- 
lected, but so that your department 
may have all of the finishes repre- 
sented. 

Nude figures without a doubt have 
the greatest appeal in either the brass, 
bronze or the verde finish. Some 
today in a gold finish are popular 
sellers. Dressed figures, and animals 
are many times more appealing in 
the polychrome finish, for the color 
lends a certain enchantment to them. 

And now we come to the grades 
of the metal bases. Because the book- 
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end is a more popular or shall we 
say more useful article than the 
statuette, we shall take up the com. 
position of this item. There are ny. 
merous grades of metal bookends 
Some are made with a white meta] 
base having a brorze finish either 
plated or sprayed on. There is algo 
a glossy finish with a black finish 
with a little green corrosion in the 
hollows, a brown finish known 4s 
statuary bronze, a brass or bronze 
finish that requires much more han. 
dling and is much more expensive, 
and a special finish where thie bronze 
is plated and tinted with enamel and 
then lacquered to protect it. An an- 
tique metal finish is obtained by brass 
plate and bronze with a greenish 
brown patina over it. The bronze and 
gold finish is a combination of bronze 
and brass. Other bases are made of 
cast iron. 

The plated bronze finish has not 
the same tendency to wear off as has 
the sprayed finish. The durability of 
the sprayed finish is dependent upon 
the number of times the article is 
sprayed and polished and sprayed 
again. Three coats of spray do not 
usually peel off the base, while only 
one will do so. Here the jeweler will 
ask the difference between the sprayed 
and the plated finishes. The sprayed 
piece looks like painted merchandise, 
while the plated one looks like metal. 
The detail of the sculpture is more 
distinct and the finish itself is 
smoother in plating than in spraying. 
There are different prices in plated 
merchandise because the higher the 
polish, the higher the price. The fin- 
ish which is upon a door-knob or a 
little better than that is obtained by 
oxidation or replating after the fin- 
ish. The lines of casting and the 
mold marks in the better grades of 
merchandise are always buffed off. 
Through an acid dipping process oxi- 
dized patina on bronze is obtained, 
the result being a green or brown 
finish the exact shade of which is de- 
pendent upon the acid. 

Plated and sprayed articles when 
large are made hollow. When knocked 
they sound. Joints and imperfections 
of molds show in most white metal 
pieces, while with a bronze base, the 
hands, feet and features are usually 
more delicate and lifelike. Bronze, 
like brass and copper has a clear 
ring. Metal, bronze finished, has not 
this ring but sounds dead or hollow. 
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Some Interesting Facts About Chinaware 


OR a long time fine china and earthenware have been 
e sold in high class jewelry stores all over the country. 
The merchandise brings a good profit because it is of very 

t interest to the customer. Fine chinaware is asso- 
ciated with other fine merchandise. 

A jewelry shop in a small or medium sized town will 
find that one or two pieces of a good line of chinaware are 
a good addition to the stock. The wants of customers for 
dinnerware are thereby handled in their own town and 
this eliminates the necessity of going to nearby or far off 
cities to obtain a good grade of chinaware for their “best” 
service. 

The small and medium sized jewelry shop will find that 
stocking fine chinaware is more advantageous than stock- 
ing the medium or cheap grades because competition is 
very often eliminated in this way. A good sized jewelry 
shop may invite competition in medium priced and cheaper 
priced chinaware and survive, but the small jewelry shop 
with limited space for display and stock cannot afford to 
compete. 

The jewelry shop carrying exclusively fine chinaware 
may do this under one or two circumstances. It may buy 
from the importer a stock of certain brands, such as two 
to six styles, and sell only those brands of that particular 
importer, or the jeweler may buy one complete dinner ser- 
vice and carry samples in certain of other brands in that 
line, taking orders and filling same as soon as possible. He 
may be the exclusive sales representative for the retailing 
of that particular line of chinaware in the locality in which 
his store is situated. Many high grade, fine china houses 
give out this special representation to retail stores of good 
standing throughout the country. 

In bone china, which is only made in England, about 
forty-five per cent of the material which is used is animal 
bone. It gives it strength and translucency. The manu- 
facturer excercises great care in what part of the animal 
bone he uses. Joints such as the knuckle or knee joints 
are not used because if the animal is diseased it would 
settle in his joints and these parts would naturally not be 
fit for use in the body of china. 

Bone china is the highest grade, being the toughest and 
most lasting kind of china. It will not chip or break as 
easily because the clay from which it is made is a better 
grade than that which is used to make the other kinds of 
china, and it is also clearer. The next in line is the 
Bavarian china, then French and then Japanese. In the 

‘Bavarian china the clay from which it is made is in the 
beginning a more solid mass than in either of the others 
and contains very few air bubbles, which are more or less 
conspicuous in the French and Japanese china. The ivory 
body china is softer and is more apt to show marks of the 
knife and fork. 

The jeweler should be able to tell whether china is 
hand painted or not and if not what processes are used and 
why this causes a difference in price. Hand painted china 
may be told by the slight imperfections in the duplication 
in design which is caused by hand work, in this as well as 
every other work done by hand. Decalcomania process 
sometimes shows print marks and the coloring is uniform. 
Almost all of the fine china which would be stocked in a 
jewelry store carrying a small and exclusive line will be 


hand painted. 
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WEIDLICH °SILVER PLATE 


—SELL WEIDLICH GIFTS— 
FOR CHRISTMAS 






No. 2707 
+4 


ETAIL $5.00 TO $50.00 
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EARLY ENGLISH MAKES MANY SALES 





$400 


RETAIL 





TEA BELL ' <3 
No.C85 MUSTARD JAR No. 2998 JAM JAR 








YOU WILL SELL MANY DOLLAR GIFTS 












LEAF DESIGNS VERY POPULAR 


ROLL TRAYS 
CAKE PLATES 
BOWLS 


SUGAR & CREAMS, ETC. No. 2915 BON BON 





NOVELTY HOLLOWWARE FOR THE GIFT TABLE 





A FEW OF THE 
WIDE SELECTION $7100 
IN WEIDLICH LINES 









WRITE FOR 
INFORMATION 
AND 
PRICES 


No. C9I/I No. Ce0 No. C89 








SALT AND PEPPERS ALWAYS SELL 





he WEIDLICH BROS. MFG.CO. 
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Seashell loveliness is achieved in 
this sterling silver mint dish by 
R. Wallace & Sons Mfg. Co., 
Wallingford, Conn. Width five 
inches. To retail at $7.50. 


M 


Pearl necklaces are definitely 

“in.” Double strands of genuine 

cultivated Mikimoto pearls re- 
tail at $50 and up. 


SELECTED 
we CIFTS 


The marquise diamond in this 
ring by Jerome Richheimer, 608 
Fifth Ave., New York, weighs 
five carats and is of gem-blue 
color. To retail at $6,200. 


mm 


Fine, large Orienta Cultured pearls are mounted 

exquisitely in these platinum rings, from the stock 

of Leys, Christie & Co., 65 Nassau St., New 
York. Retail at $150 and up. 


mM 


Grace of line distinguishes this silverplate bowl by 
The Gorham Co. It is 9% inches in diameter, 
2% inches high, and retails at $12.50. 


Ten-karat yellow gold bracelet 
with three zircons, by Harry C. 
Schick, Inc., 105 Chestnut St., 
Newark, N. J., retails at ap- 
proximately $27. 


A square link bracelet for the new 

square watches is made in 1/20th-12 

karat gold filled on a non-corrosive we 

base by Gemex Co., 170 Thomas St., 
Newark, N. J. $5.25, retail. 


The Elgin “Classic” has seven jewels, 

10 karat natural gold filled case, black 

silk cord and raised figure dial. $27.50, 
retail. 
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One of Hamilton’s five new 

diamond models, equipped with 

the 995 movement, the “Frieda” 

is cased in 10% iridium plat- 

inum with 52 diamonds. Adver- 
tised price, $250. 


Compacts of unusual and dis- 
tinctive designs, many with 
rhinestone and other decorative 
motifs, are gift suggestions by 
Walter Lampl, 20 W. 47th St., 
New York. 


mM 
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Truly “Classic” is Oneida Ltd.’s new tea set by 

that name. Unbroken by ornamentation, it has 

the simplest of borders. It retails at $31, and 
the waiter at $19.50. 


m 


Spode’s dark blue hunting stoneware tea set with 

white design applied in relief, by Copeland & 

Thompson, Inc., 206 Fifth Ave., New York, re- 
tails at $15. 


= 
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Men’s watch attachment by 
Bruner-Ritter, Inc., 350 Hudson 
St., New York, is 1/20 12 karat i: 
gold filled, well constructed and i 
retails at $6.50, carded. 


This ultra modern cocktail 
offering by Everedy Co., Fred- 
erick, Md., has a black banded 
chrome quart shaker, dainty 
bell-shaped stem goblets and a 
fluted handle tray. 









ingeniously monogrammed are marca- 

site brooches, very much in the modern 

mood, by Jewelry Creations, Inc., 117 
W. 48th St., New York. 














Square-snake key chain with patented 


double-lock key ring, by the Forstner 
Chain Corp., Irvington, N. J., retails 
for $1; in sterling silver sells for $6. 
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Table or mantle type West-O- 
Therm thermometer by Weston 
Electrical Instrument Corp., 
Newark, N. J., finished in black 
with chromium base and deco- 
rations, retails at $3.50. 


For the discriminating hostess— 

this crystal condiment set, with 

silver plated mountings, by T. G. 

Hawkes & Co., Corning, N. Y. 
It retails at $25. 


SELECTED 
we CIFTS 


Presenting Bulova’s seven- 
jewel “Medallion,” which is 
cased in natural 10 karat rolled 
gold plate and retails at $24.75. 


Priced at $120 to make a real volume number is 

this five-piece Colonial tea set, by Concord Silver- 

smiths Corp., Concord, N. H. Waiter retails also 
at $120. 


m 


Chase Brass & Copper Co., Inc., New York, 

presents the Piccadilly cigarette box in chromium 

with white catalin, also in copper and white, to 
retail for $2.50. Holds two packages. 


A crescent moon hour hand and 
a single star minute hand revolve 
on the deep blue dial of this 
new Westclox table clock. Metal 
easel is a perpetual calendar. 
Sells for $3.95 complete. 


Clock Co., has numerals that flip like 
the pages of a book. Retails at $9.95; 
with automatic alarm, at $12. 


Stylis numeral clock, by New Haven oA 


New mirror chest, gratis with services 
for six, eight or 12 by William A. 
Rogers Division, Oneida Ltd., has ad- 
justable top. Services start at $27.50. 


E 
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Modishly trim is this round 17- 
jewel watch by Tavannes of 
America, Inc. It is cased in 
solid yellow gold, attractively 
packaged and retails at $50. 






A double-lock center snap is an 

unusual safety feature of this 

new black silk cord attachment 

made by Morays Watch Case 

Co., 27 6th Ave., Brooklyn, 
N. Y., to sell at $4. 












Charmingly geometric, in the height of modern : 
styling, this diamond-platinum clip-brooch, by Nat 490 dd: ok 
Koslow, Inc., 42 W. 48th St., New York, retails at CF De 






$5,000. It is pictured here exactly life-size. 





% 


Gruen’s “Air Hawk,” with 15 jewels, yellow gold 

filled case, Guildite back and flexible link band, is 

shown here in its distinctive new “setting.” It 
retails at $37.50. 







The graceful design of this new 

“tailored” ring has made it one 

of Jj. R. Wood & Sons, Inc.’s 

outstanding sellers of the fall. 

Set with nine diamonds, it re- 

tails for $49.75 in 14 karat 
natural gold. 


Me 


Flutings conform to the posi- 
tion of the numerals in “Sham- 
rock,” 8-day clock by Seth 
Thomas Clock Co. “Linnet,” 
similar in appearance, has an 
electric movement. Each retails 
at $10.95. 


M 
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The forthcoming movie, “Lost Horizon,’ 
is creating excitement for Chinese acces- 
Vy sories. Chinese Gem Co., 20 W. 47th St., 
New York, offers jade necklaces retailing 
at $9 to $2000. 











This monogram brooch from the extensive 
stock of J. Moroch, 125 Canal St., New 
York, is of sterling silver, genuine French b 
marcasite and black, green or sard onyx. 
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Self-winding, this 17-jewel 

stainless steel watch by DeFrece 

Watch Co., 48 W. 48th St., 

New York, is also antimagnetic 

and shock-proof. To retail for 
35. 


Wedding band set with 10 and 
engagement ring with six two- 
point diamonds, center stone 
not included, in 10% iridium 
platinum, by Bristol Seamless 
Ring Co. To sell for $50 each. 














Rhythmic beauty marks these delicately designed 
faience figures, 12 inches high, from Paul A. 
Straub & Co., 105 Fifth Ave., New York. They 
retail for approximately $7.50 each. 


m 


New condiment set, by Revere Copper & Brass, 
Inc., Rome, N. Y., consists of three twilight blue 
glass jars with white catalin knobs, three glass 
spoons, and a modern-looking tray of chromium- 
plated brass. 
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Swank personalized cravat chain 
and collar holder set—in yellow 
or white gold finish retails for 
$2; in sterling silver, for $2.50. 


This curved smart watch, an ex- 
clusive creation of Norman M. 
Morris, Inc., 608 Fifth Ave., 
New York, fitted with a Mathey- 
Tissot 17-jewel movement and 
snake chain bracelet, all of solid 
natural gold, retails at $150. 






This attractive Waltham electric clock 


has a silver dial, gold-plated bezel and 
mahogany veneer case. It retails at ho 
$9.95. 


“Luxor,” by Warren Telechron Co., is 

an exquisite boudoir model of dainty, 
4 colorful character, retailing at $9.95 in 

both the new “white” and the light 
- blue glass case. 
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Modern style calls for initials in 
accessories, and A. Frank Co., 
562 Fifth Ave., New York, re- 
sponds with an attractive line of 
marcasite monogram brooches. 


For evening wear, Raymond 
Watch Co., 551 Fifth Ave., New 
York, offers this 15-jewel, 
stainless steel, skeleton crystal 
watch, with sweep second, to 
retail for about $35. 


m 


Rol-a-drop, the new perfume compact with the tricky 

ball end that rolls out a single drop of perfume, is 

now individually packed in plush-lined jewelers’ boxes. 
Made by the Lormac Corp., Hartford, Conn. 


m 


“90th Jubilee Special” by 1847 Rogers Bros., a master 

service of 8’s or 12’s in handsome solid wood cabinet, 

to retail at $79.50, a consumer saving of $32 from 
open stock. 





This Ronson touch-tip table 
lighter is combined with a 
streamlined cigarette box with 
automatic delivery system. 
Richly enameled in black with 
chrome fitments. Retails for 


$12.50. 


“Salto,” hinged 15-jewel purse 
or desk watch, by Concord 
Watch Co., 10 W. 47th St., 
New York, comes in six color 
combinations and retails for ap- 
proximately $47. 





Stylishly curved, this seven-jewel watch, 

retailing for $22.50, comes in a 10 karat 

rolled gold plate case. It is by the Louis 

Watch Co., Inc., 580 Fifth Ave., New 
York. 


Cigarette and match cases comprise this 

attractive gift set, offered by Charles 

Grabhorn, 4 Washington Place, New York, 

to retail at $3. The cases are plated with 
18 karat green gold. 
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PEOPLE KNOW what they want regardless of what the Turkey may think.... 


Thanksgiving Day means turkey to many people . . . . and turkey they will have. Just so, an 


ever increasing number of shoppers have a pretty good idea of what they are after when they go into a jewelry store, 
and it’s just “too bad” for the Retailer who doesn’t have it. New we realize that it’s impossible to stock everything 
your customers might ask for in your line, but . . . . you can have a BALL BLUE BOOK handy and mail the 
order promptly with every assurance that BALL STREAMLINE SERVICE will be pleasing to both you and your 


customer. Don’t take a chance .... PEOPLE KNOW WHAT THEY WANT! 


THE BALL COMPANY ¢ CHICAGO 


WHOLESALE JEWELERS @¢ GARLAND BUILDING e 58 EAST WASHINGTON STREET 
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Important Silverware Conference 





Representatives of American National Retail Jewelers’ Association 
Meet Silverware Manufacturers and Discuss 
Conditions in That Industry 


Discontinuance of the 40 and 50 per 
cent discount promotional patterns, re- 
turn to billing of both flatware and hol- 
lowware sterling at suggested retail 
prices and discontinuance for a time, or 
reduction in the number, of new flatware 
patterns placed upon the market were 
subjects discussed by a sub-committee of 
the silver committee of the American 
National Retail Jewelers Association with 
the leading sterling silverware manu- 
facturers of New England on Oct. 6 
through 8. 

The discussions also included: Co- 
operation by retailers and manufacturers 
in the survey now being conducted on the 
cost of handling sterling silverware and 
the gross margin needed, the Jewelry 
Publicity Campaign and requests for 
subscriptions to it from the silver manu- 
facturers, and cooperation by all silver 
manufacturers with the newly appointed 
committee which is studying time-pay- 
ment selling by retail jewelry stores. 

A.N.R.J.A. representatives were Wil- 
liam G. Thurber, chairman of the sil- 
ver committee, Providence, R. I.; Wilson 
A. Streeter, Philadelphia, Pa., and Wil- 
liam D. McNeil, New York, president of 
the association. The manufacturers gave 
them courteous attention and pledged con- 
sideration and cooperation to the fullest 
extent possible in every instance. 

“The committee is enthusiastic in re- 
gard to the progress made by these meet- 
ings,” Mr. McNeil said, “and feel sure 
that they will tend to bring about impor- 
tant improvement and genuine working 
cooperation between the manufacturers 
and distributors of silver in all matters 
of mutual interest.” 

Members appointed to the A.N.R.J.A. 
silver committee follow: 

Cyrus G. Allen, Denver, Colo.; E. J. 
Beaulieu, Portland, Me.; A. Y. Boswell, 
Tulsa, Okla.; George C. Brock, Los 
Angeles, Cal.; William F. Froer, Toledo, 
Ohio; Charles L. Bromberg, Birmingham, 
Ala.; James D. Dougherty, Minneapolis, 
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Minn.; Louis Esser, Milwaukee, Wis.; 
Myron Everts, Dallas, Texas; William G. 
Frasier, Durham, N. C.; Joseph Gari- 
baldi, Charlotte, N. C.; Charles N. 
Hancher, Wheeling, W. Va.; Paul Hardy, 
Pittsburgh, Pa.; Henry Hausmann, New 
Orleans, La.; Frank A. Heitkemper, Port- 
land, Ore.; Leo Henebry, Roanoke, Va. 

Also Edward F. Herschede, Cincinnati, 
Ohio; J. C. Holland, San Angelo, 
Texas; Oscar C. Homann, Omaha, Neb.; 
Frank B. Howard, Rutland, Vt.; Walter 
M. Jaccard, Kansas City, Mo.; Herman 
T. Jarecki, Erie, Pa.; Armand Jessop, 
San Diego, Cal.; C. I. Josephson, Jr., 
Moline, Ill.; James Kingman, Boston, 
Mass.; Albert M. Kohn, Hartford, Conn.; 
Percy K. Loud, Detroit, Mich.; Alvin 
Magnon, Tampa, Fla.; H. A. Maier, At- 
lanta, Ga.; H. Bruce McCague, Cleve- 
land, Ohio; Boyd Park, Salt Lake City, 
Utah; D. P. Paul, Norfolk, Va. 

Also Russell G. Scheer, Rochester, 
N. Y.; S. M. Schwarzchild, Richmond, 
Va.; George C. Stairs, Wichita, Kan.; 
Perry W. Stifft, Little Rock, Ark.; Wilson 
A. Streeter, Philadelphia, Pa.; J. B. 
Sylvan, Columbia, S. C.; Leo J. Vogt, St. 
Louis, Mo.; Carl F. Walk, Indianapolis, 
Ind.; William J. Wright; Washington, 
By €. 

It is hoped that as a result of the 
meeting between the representatives of 
the A.N.R.J.A. and the silverware manu- 
facturers that improved conditions will 
be established of mutual benefit to both 
the retailers and manufacturers. 

Tinley L. Combs of Omaha, Neb., was 
named chairman of a special committee 
to investigate the time-payment plan for 
the jewelry industry. Others on this im- 
portant committee are: William G. 
Frasier, Durham, N. C.; William Gib- 
son, Chicago; Harry Goldstein, Peoria, 
Ill., who proposed a revolutionary de- 
ferred payment plan at the jewelers’ 
convention in New York last August; 
Paul Hardy, Pittsburgh; J. C. Holland, 
San Angelo, Tex.; H. V. Paul, Newark, 
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N.. J: Russell G. Scheer, Rochester, 
N. Y.; William G. Thurber, Providence, 
and Henry Von Unruh, Cincinnati, Ohio. 





Eighty-six Attend Annual Dinner 
of Maiden Lane Society 
One of the largest attendances of re- 
cent years met for the annual beefsteak 


dinner of the Maiden Lane Historical 
Society, Oct. 21, at the Hotel Warwick, 


65 W. 54th Street, New York. Reproduc- ’ 


tions of a picture taken in Maiden Lane 
at the time of the blizzard of ’88 were 
presented as a souvenir to each of the 86 
persons in attendance. 

Albert Ullman, historian, gave his an- 
nual report. A moment of silence was 
observed in respect to the memory of 
five members who died during the year, 
Harry A. Bliss, John A. Jacobs, Charles 
F. Kastenhuber, Fred L. Martin and 
Albert Shire. Carroll S. Slick, magazine 
editor of 20th Century-Fox Films Co., a 
guest, spoke of the filming of the new 
movie “15 Maiden Lane.” 

A floor show followed the dinner. The 
general committee was composed of Ed- 
win H. Dean, chairman; Henry Abbott 
and Albert Ullman. 





Trade Cooperates in Enforcing 
Second Hand Watch Law 


Following the endorsement by each 
of the retail jewelers’ associations in the 
metropolitan New York area of a reso- 
lution to put teeth into the New York 
State second-hand watch law, work has 
been started to set up an enforcement 
agency before the Christmas season. 

The agency, it is planned, is to be 
underwritten by watch manufacturers, 
importers and wholesalers, with mem- 
bers of the various local associations 
contributing their support by reporting 
violations and raising money to carry 
on a campaign of enforcement, in co- 
operation with the district attorney’s 
office. 

Although the second-hand watch law 
has been observed generally, it is said 
that a number of unscrupulous retailers 
are venturing to sell “beyond the pale.” 

The resolution was adopted by The 
Bronx, East New York, Metropolitan, 
Brooklyn, Long Island and Staten Island 
associations. 
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Trend Towards More Installment Selling Shown in 


Federal Survey of 102 Retail Jewelry Businesses 


Marked improvement in jewelry retail 
credit is shown in the annual nation-wide 
retail credit survey for 1935, recently 
published by the Bureau of Foreign and 
Domestic Commerce. The scope of this 
analysis of credit methods and practices 
has been widened to include 14 different 
kinds of businesses located in 88 cities. 
A total of 102 jewelry stores, with annual 
sales volumes ranging from less than 
$25,000 to more than $500,000, cooperated. 

“Total net sales of the 102 jewelry 
stores reporting in the survey increased 
12.3 per cent in 1935 over 1934,” says 
H. T. LaCrosse, of the Market Data Sec- 
tion, Marketing Research Division of the 
Department of Commerce. “This per- 
centage increase was somewhat larger 
than the increase of the 14 trades com- 
bined. 

“Changes in proportions of total sales 
on a cash, open-credit, and installment 
basis were found to be similar to changes 
taking place in heating and plumbing and 
household appliance stores. Cash sales 
and open-credit sales decreased in 1935 
from 1934, while installment sales record- 
ed an increase proportionate to the de- 
creases just mentioned. Cash sales were 
27.2 and 28.5 per cent of total business 
in 1935 and 1934, respectively. Open- 
credit sales decreased to 41.1 per cent in 
1935 from 42 per cent in 1934, while in- 
stallment sales increased to 31.7 per cent 
in 1935 from 29.5 per cent in 1934. 

“Reporting jewelry stores from San 
Francisco-Oakland did 70.1 per cent of 
their total sales on an installment basis 
in 1935 and 67 per cent in 1934. This 
was the largest proportion done on such 
a basis in any of the cities for which 
data on jewelry stores are presented sep- 
arately. 

“One jewelry store in Boston did 68.5 
per cent of its total business on a cash 
basis in 1935; a store in New York City 
did 95 per cent on open credit; while 
another New York City store did all of 
its business on installments. 


COLLECTION PERCENTAGES 


“The open-account collection percent- 
age for all jewelry stores reporting was 
45.5 per cent in 1935 and 44.3 per cent in 
1934. These figures compare favorably 
with the collection percentages for the 14 
trades covered. 

“By grouping the stores according to 
size, it was found that there was a ten- 
dency for open-account collection per- 
centages to vary directly with the size 
of store, that is, the larger the store the 
larger was the percentage of collections. 
The range for the year 1935 was from 
18.2 per cent for the smallest size group 
(annual sales of $50,000 or less) to 51 
per cent for the largest size group (an- 
nual sales of $500,001 to $5,000,000). 

“The 1935 installment-account collec- 
tion percentage for the 48 jewelry stores 
reporting was 15.5 per cent as compared 
with 14.8 per cent for 1933. By convert- 
ing these percentages to the number of 





days accounts were outstanding, it was 
found that on the average a reduction 
of 9 days took place in the length of time 
accounts were outstanding in 1935 as 
compared with 1934. 


ACCOUNTS RECEIVABLE OVERDUE 


“Jewelry stores reporting overdue ac- 
counts-receivable data in the study ef- 
fected a noticeable reduction in the per- 
centage of dollar accounts receivable 
overdue three months or more in 1935 
as compared with 1934. For 1935, the 
portion overdue on Dec. 31 was 12.7 
per cent on open accounts and 6.3 per 
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cent on installment accounts. The figures 
for 1934 were 16.1 per cent on open ac- 
counts and 7.9 per cent on installment 
accounts. 


Bap-Dest Losses 


Bad-Debt losses of 46 jewelry stores 
reporting on open accounts increased to 
1 per cent in 1935 from 0.8 of 1 per cent 
in 1934. This was the only one of the 14 
trades covered in the study which showed 
an increased bad-debt-loss percentage on 
open accounts in 1935 from 1934. 

“The reverse of this situation pre- 
vailed with respect to installment bad- 
debt losses of jewelry stores. The 49 
stores reporting averaged a bad-debt loss 
of 3.6 per cent in 1935 as compared with 
4.9 per cent in 1934.” 





Patman Would Amend Law to Pro- 
hibit Manufacturers from 
Owning Retail Outlets 


WasHincTon, D. C.—Talk about the 
Robinson-Patman law continues to be one 
of the important matters of conversation 
these days among Washington represen- 
tatives of trade associations and indus- 
trialists. 

_One of the points that has caught their 
fancy is the proposed amendment to the 
act which has been prepared by Repre- 
sentative Patman and which would pre- 
vent manufacturers from owning retail 
outlets and prevent retailers from becom- 
ing manufacturers. 

The proposed bill itself has just become 
available here and it is said that Mr. 
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Patman intends to introduce it at the com. 
ing session of Congress. The bill is to 
further amend the Clayton Act in order 
to “further protect interstate commerce 
against restraints and monopolies,” It 
proposes to amend the present act b 
adding after Section 3 a new section a 
follows: 


“Section 34%. (a) It is hereb 
the enactment of this section declared 3 
order to protect commerce from restraints 
monopolies which result in certain cases wn 
persons are concerned with both the 
turing and retailing of articles or materials, 

“(b) It shall be unlawful for any manufacturer 
or any affiliate of such manufacturer to directly 
or indirectly transport or cause to be trans. 
ported, in commerce, any articles or Material 
produced by such manufacturer for sale or dis. 
tribution at retail by such manufacturer or by 
an affiliate of such manufacturer. 

““(c) For the purpose of this section— 

“(1) The term ‘person’ means an individual 
a corporation, a partnership, an as a 
joint stock company, a business trust or an 
organized group of any of the foregoing, 
whether or not incorporated. 

“(2) The term ‘manufacturer’ means any per. 
son, other than an individual, engaged in the pro- 
ducing, manufacturing, processing, packing, te. 
fining, or preparation of articles or material for 
sale or consumption. ‘ 

(3) A person shall be deemed to be an 
of a manufacturer if such person controls or jg 
controlled by, or is under common control with, 
such manufacturer. 

““(4) The exhibition of a motion picture, for 
a charge, shall be deemed to be a sale at retail, 

“(5) A person shall be deemed to control an. 
other person if having over the latter (A) actual 
or legal control, whether direct or indirect, of 
(B) any direct or indirect power or influence 
(whether arising through direct or indirect own 
ership or control of stock or other capital, evi 
dences of indebtedness, or physical properties 
or equipment, through contract, lease or 
arrangements, through interlocking directorates 
or officers, or through any other means of cir. 
cumstances) which can be u to affect, in 
substantial manner, the policies or conduct of 
other person affecting competitive relati 
between persons engaged in the business of 
ing articles or materials at retail. 

“Section 2. This act shall take effect three 
years after the date of its enactment.” 





F.T.C. Denies Motion to Amend 
L. & C. Mayers Co. Order 


Wasuincton, D. C.—The Federal 
Trade Commission has refused the mo- 
tion of its own chief counsel to amend 
the cease and desist order in the case 
against the L. & C. Mayers Co., Ine, 
New York jewelry dealers. Argument 
on this question was held before the com- 
mission Sept. 9, as reported in this jour- 
nal last month. The chief counsel had 
proposed an amendment to the order by 
which the company would cease “in and 
by its catalogues and every other way, 
from using list prices and discounts of 
any nature from its prices.” 

In its official action in deciding against 
the chief counsel, the Commission said: 

“The chief counsel of this commission 
having filed with this commission on 
April 6, 1936 a motion to modify the 
order to cease and desist issued in this 
proceeding Oct. 30, 1935, and the said 
motion coming on to be heard Sept. 9, 
1936 on the argument of Edward L. 
Smith, attorney for the commission, in 
support thereof, and the argument of 
Joseph M. Hartfield of counsel for the 
respondent, in opposition thereto, and on 
respondent’s brief in opposition to the 
aforesaid motion and the commission hav- 
ing duly considered same and being fully 
advised in the premises; now therefore 
it is hereby ordered that the said motion 
to modify the aforesaid order to cease 
and desist be and the same is hereby over- 
ruled.” 
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TUDOR PLATE 


$250 





As a kind father (or uncle) you'll soon be reviving the old 
story about the gentleman in the red suit who comes down 
the chimney... . 
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But as a clear-headed business man you know that Santa Claus 
—for you—are the thousands of women who will pass your 
store between now and Christmas. Their minds are on their 
Christmas lists. They’re on the look-out for gift suggestions. 
And because -Tudor Plate is spending twice as much money 
on your working class customers this season, the Tudor Special 
Christmas Offers, displayed in your windows, may bring twice 
as many people inside your store. 
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Two great national magazines are now featuring Tudor’s 
Christmas Offers: A carving set at $2.50 .. . A 42-piece chest 
at $19.75. 


And of these magazines, True Story is bringing the story of 
these special values to more than 214, million working class 
families who are going to enjoy the most prosperous Christmas 





The Set Shown is June Design 





YEAR afer year, Tudor Plate wins since 1930. Tudor Plate is doubling the size of their adver- 

. its way into more and more homes. And now, to introduce Tudor tising space in True Story this season. 

: into still more homes, this hollow-handle carving set with stainless 

; mirror-steel blades is offered at half the price you would usually This increased advertising is bound to create more sales of 
pay. Especially designed for steaks, chickens, small roasts and even Tudor Plate. Make sure that your store is going to share in 
gemobieds. A gift that is easy to buy and sure to be appeeciated. these sales increases. Arrange a Tudor display on your counter. 


Dress your windows with Tudor’s Christmas Specials. If you 
want your windows to play Santa Claus to your cash register 
—build a Tudor display in them. 


COMPLETE 42-PIECE CHEST 





j SPECIAL CHRISTMAS OFFER 
| 
) 


An exquisitely fine wood chest with an 
unusually complete set of genuine Tudor 
Plate. The large assortment includes six. 
teen teaspoons, cight hollow-handle stain- 
less dinner knives, cight dinner forks, 
; eight salad forks and two serving spoons. 
Shielded with pure silver for yea 






FOR THE 1936 CHRISTMAS SEASON 

TUDOR PLATE IS DOUBLING ITS 

ADVERTISING TO THE WAGE EARNER 
MARKET WITH 


RUE STORY 


122 East 42nd Street, New York 
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Quitting of Gold Standard by Switzerland and 
France Won’t Cut Watch or Diamond Prices 


Recent devaluation of foreign cur- 
rencies, including those of Switzerland 
and the Netherlands, nations from which 
the United States imports watches and 
diamonds respectively, will not require 
wholesale or retail price readjustment for 
those commodities in the United States, in 
the opinion of several importers can- 
vassed by THE JEWELERS’ CIRCULAR-KEY- 
STONE. 

A widely known diamond importer de- 
clared: 

“The advancing price of diamonds will 
not be retarded by depreciation of the 
Dutch guilder, because the Dutch fac- 
tories now must pay more for their rough, 
in terms of guilders, and they are faced 
with higher wages and costs of living. 
The cost of the rough, which is pur- 
chased in English pounds, accounts for 
95 per cent of the finished cost of most 
diamonds cut in the Netherlands, so even 
if labor should be 23 per cent cheaper, 
temporarily, there could not be a differ- 
ence of even one per cent in the cost of 
the merchandise. 

“New goods were coming through sub- 
stantially higher. The market is firmer 
than it has been in some time, with de- 
mand especially strong for the better 
goods, of which there is a scarcity.” 

Other importers shared the opinion that 
because of the increasing cost of their raw 
material manufacturers abroad would 
have to raise their prices, and—due to a 
rise in the cost of living because of the 
new rate of exchange in those “import- 
ing” countries—would in turn have to pay 
higher wages, wiping out the effect of the 
depreciation of the currencies. 

“Diamond values have maintained all 
the advances of the summer months,” 
opined A. D. Leveridge, 607 Fifth Avenue, 
New York. “This puts us in line for 
further increases as labor demands and 
syndicate policies are affected by the 
heavier demands of more _ prosperous 
times.” 

Roland Gsell, president of the Ameri- 
can Watch Assemblers’ Association, in a 
statement regarding the effects of the de- 
valuation of the Swiss franc upon the 
watch trade in the United States, said: 

“Prices in Switzerland had already a 
strong tendency to rise just before the 
devaluation and, in fact, they did rise 
from five to 20 per cent on the lowest 
priced watch movements. 

“The cause of this tendency was un- 
doubtedly the very large demand for 
watches and certain steps taken by the 
Swiss Watch Trust and the Swiss gov- 
ernment. 

“The devaluation is only increasing this 
tendency of prices to go higher, and an 
additional 15 per cent price rise has just 
been announced. This, most probably, is 
not the last rise which we will see in the 
near future. 

“Therefore, the effects of the Swiss 
franc devaluation on watch prices here 
tend to be levelled off and to keep the 
landed costs in terms of dollars just about 





where they were before the devaluation.” 

If some members of the trade perhaps 
thought themselves in the position of re- 
ducing prices by an amount equal to the 
devaluation, second thought suggested 
something very different, especially if 
they held heavy stocks. 

The leading importers were in constant 
communication with the European buying 
centers during the pivotal days of late 
September when France, the Netherlands, 
Switzerland and Italy went “off the gold 
standard.” To ease the passing of the 
transitory period, all Swiss exchanges 
were closed Sept. 28 and 29. The Swiss 
government has instructed the national 
bank to keep the Swiss franc on a level 
corresponding to a devaluation of about 
30 per cent, as compared with its former 
parity value. No diamonds were shown 
in the Netherlands on Sept. 29. The next 
day, it was reported, a representative of 
a New York diamond importer sought to 
make a purchase, in gold, at five per cent 
lower than the price that had been asked 
before the depreciation, but met refusal. 

L. & M. Kahn & Co., 608 Fifth Ave., 
New York, are in receipt of the following 
letter in relation to the depreciation of 
the florin. 

Anvers, October 9th, 1936 
48, Rue Simons 
Messrs. L. & M. Kahn & Co. 
608 Fifth Avenue, New York 


DIAMONDS 


The depreciation of the florin has had 
no effect on the market. Whilst prices in 
diamonds have always been quoted in 
florins here, this was merely for con- 
venience. The rough is bought in pounds 
(£’s) and wages here are figured in 
Belgian francs, which have not changed. 
Therefore the true value of diamonds is 
already established and does not change, 
and goods are sold today on their “gold” 
value as before, disregarding all fluctu- 
ations in the florin. 

CHAMBER OF COMMERCE OF 
ANTWERP, DIAMOND SECTION. 
The President, 
CHARLES VAN ANTWERPEN, 
and President of 


D1amMonpD CLuB OF ANTWERP. 


CHAMBER OF COMMERCE OF 
ANTWERP, DIAMOND SECTION. 
The Vice-President, 
I. M. Saks. 


New England Jewelry Factories 
Step Up Production; Some 
Add Extra Shift 


ProvipENCE, R. I.—Spurred by increased 
retail sales and prospects of the best holi- 
day business since 1929, manufacturing 
jewelry concerns of New England have 
speeded up plant operations until many 
are producing at the best pace they have 
experienced in six years, while scattered 
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companies admit the enjoyment of the 
volume of business in their histories, 

While some concerns which have s 
cialized in particular types of jewel 
have experienced a decline in their dn 
mand for their products, the vast majority 
report that they find business awaitj 
them in all sections of the country, Espe. 
cially encouraging, according to men a 
the field, is the fact that wholesalers ang 
retail merchants are placing large ord, 
not only because of the bright outlook 
for the Christmas holiday trade, but {op 
the reason that they are currently 
more goods than they have at any time 
for several years past. 

To some extent the sellers are said jp 
have the market advantage for the first 
time since the depression set in, with some 
manufacturers forced to withdraw indi- 
vidual lines as they find themsely 
booked ahead for three or four weeks, 
unable to promise further deliveries 
time for the holiday business. Ig 
rush to fill orders already obtai 
number of plants have turned to do; 
shifts or overtime work. ts 

A further factor contributory to jj 
proving the sentiment of the manuf, 
ers in the jewelry industry is the m 
call for better quality merchandise, — 


Archibald Rutherford 


Rep Bank, N. J.—Archibald Ruther 
ford, member of the firm of Krements& 
Co., manufacturing jewelers at Newark, 
N. J., until his retirement five years ago, 
died at his home here, Oct. 12. ; 

Mr. Rutherford, aged 73, was a former 
president of the Philadelphia Jeweler 
Club and a member of the Brotherhood 
of Traveling Jewelers. He was also ae 
tive in civic and fraternal circles. Sur 
viving is his widow, Mrs. Laura Stickles 
Rutherford. 


Can You Identify This Watch? 


HarrissurG, Pa.—Lieut. H. E. McElroy, 
commanding the Detective Division of the 
Pennsylvania State Police, has requested 
THE JEWELERS’ CIRCULAR-KEYSTONE 
publish the description of a watch found 
on the scene of a crime in the hope that 
it may be of service in helping to estab 
lish the identity of the owner. 

The watch is a seven-jeweled Elgin, 
man’s dress watch, size 12. Movement 
No. 25780378. The case is yellow gold 
filled with a deep filigree design around 
the side of the case. The case was mani 
factured by the Illinois Watch Case Co. 
and bears the number 3272976. In the 
back of the case are the initials “F § T,’ 
which appear to have been scratched 
there with a penknife. There are no other 
marks such as date or code numbers. The 
watch is equipped with an unbreakable 
crystal which is well worn, scratched and 
cloudy in appearance. 

Anyone reading this who can furnish 
information regarding the watch de 
scribed should forward it at once to Lieut 
McElroy at the Pennsylvania State Police 
headquarters at Harrisburg. 
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Why does a Pittco Front make ycur 


Jewelry Store Odividuad 7 
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Here’s a jewelry store in Pittsburgh, Pa., as it looks today . . . smart, 

modern and appealing, thanks to a new Fittco Store Front designed by 

Harry Lefkowitz. Notice the difference there is in the “before and after” 

views. Join the trend toward individualized store fronts ... and dress 
up your store with a new Pittco Front for better business. 


seu 
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HY are the store fronts of today so 

much more attractive and productive 
of business than those built but a few years 
ago? Because, until very recently, store 
front design and construction were handi- 
capped. You bought your facing material 
from one source, your glass from another, 
your metal sash and paint and incidental 
materials from still others. Combined, the 
effect of these materials was often inhar- 
monious. 

But the Pittco Store Front of today has 
changed all this. It is constructed of ma- 
cmials all manufactured by the Pittsburgh 
Plate Glass Co. Materials specifically } 
signed to go together. Materials which 
combine to form a store front that’s a unit 
... absolutely harmonious and appealing 
in every way. 

That’s why a new Pittco Store Front will 
make your jewelry store stand out from its 
neighbors and competitors. And that’s why 
Pittco-remodeling almost invariably results 
in bigger business, higher unit sales, better 
profits for you. 

Send the coupon for our free book con- 
taining photographs, facts and figures on 
Pittco modernization. And when you re- 
model, remember that our staff of experts 
will gladly cooperate with you and your 
architect in planning a Pittco Front suited 
to your particular needs. 











PITTSBURGH 
TIME PAYMENT PLAN 


Take up to two years 
to pay for your new 
Pittco Front. Merely 
pay 20% down, then 
settle the balance in 
easy monthly install- 
ments at low F.H.A. 
rates. 











Listen to “The Music You Love” rendered by 
the Pittsburgh Symphony Orchestra and dis- 
tinguished guest artists erery Sunday from 
2 to 2:45 P. M., E. S. T.. over Columbia 


Network and associated stations. 





2352B Grant Bldg., Pittsburgh, Pa. 


Profit Magic. 





Time Payment Plan. 





 Pittsburzh Plate Glass Company. pages 


Piease send me, without obligation, your new 
book entitled “How Modern Store Fronts Work 


Iam C0 am not 0 interested in the Pittsburgh 


Federal Authorities Connect Clarks- 
burg Jeweler With Stolen Gems 


CLarKsBuRG, W. Va.—The Federal 
Authorities are seeking the whereabouts 
of R. D. DeSchauer, a retail jeweler of 
this city, who is alleged to have obtained 
thousands of dollars worth of jewelry on 


Members approved a conference and 
dinner in March, to study credit selling 
methods. 


Must Show Gems’ Origin 


WasHincTton, D. C.—The Customs 
Bureau has held that diamond wrappers 


Gold Content in Wedding Rings 
Restricted by German Regulations 
Wasuincton, D. C.—According to in. 

formation received by the Bureau of 

Foreign and Domestic Commerce of the 

Department of Commerce from the Office 


of the American Consulate General, 
Frankfort-on-Main, Germany, regulations 
of the Board of Supervision for Precioys 
Metals of Aug. 20, 1936, prohibit the 
sale of wedding rings with more thay 
333/1000 gold content (corresponding to 
8 karat) or weighing apiece more than 
3% grams. This regulation supplement 
the previous one of Dec. 28, 1935, accord. 
ing to which the manufacture of such 
rings was prohibited but the sale was 


containing emerald and ruby beads are 
considered as immediate containers of 
the beads and must be marked to indi- 
cate the country of origin of their con- 
tents. The bureau states that insofar as 
this decision involves a change of prac- 
tice at any port, it will be only applied 
to wrappers which are imported after 
a period of 60 days has elapsed follow- 
ing the date of the publication of the 
abstract in the weekly Treasury decisions. 








R. D. DeSchauer missing Ciarksburg, W. Va. 
jeweler. 


memorandum, principally diamond mer- 
chandise, from numerous jewelry houses 


in New York and other eastern cities. 


iL 
DeSchauer left here Sept. 21. He is O F B U S I N E Sf | 


charged by Federal authorities with 
transporting stolen jewelry. j 

About two years ago DeSchauer came 
to this city and obtained employment as 
a watchmaker. Later he established him- 
self as a watchmaker for the trade in 
Clarksburg and neighboring towns. About 
July 1 of this year he purchased a jewelry 
store in this city after having had a 
shop in the rear of the store. 

It is alleged that he pawned or sold 
articles which he had obtained and that 
an investigation by an attorney for the 
Jewelers’ Memorandum Bureau, 535 Fifth 
Avenue, New York, showed, it is claimed, 
that letters of recommendation were 
found to have been prepared by De- 
Schauer himself. He is known to have 
been in Baltimore op Sept. 25. 

W. Jacques, manager of the Jewelers’ 
Memorandum Bureau, reports that sev- 
eral articles of jewelry have been re- 
covered in Baltimore pawnshops and that 
the bureau is continuing its investigation 
to recover as much merchandise as 
possible. Notice should be given any Fed- 
eral officer or Mr. Jacques if the man is 
seen, 


This richly bound, handsomely _ illustrate 
book—‘‘The Story of an Old Copper Coin”= 
will prove to be a “success story” for all jew 
elers who use it in selling Gold Filled and Rolle 
Gold Plate. 


Into its 16 pages has been compacted every 

bit of information that can help you build 

new business and profits with Gold Filled 

and Rolled Gold Plate jewelry. It’s a 

book you can display in your salesroom 
and show to your customers. It will impress them most favor- 
ably—for in every detail it bespeaks the fine quality of the 
products it describes. And it provides interesting illustrations 
of every sales point you make. 


From cover to cover, this book has permanent value, well 
founded on historical fact—from the dramatic discovery of the ] 
world’s finest plating process to its high state of development 7 
today. It’s a practical, working accessory to your business, as you 
will perceive as soon as you see it. 


Two-State Credit Jewelers Check 
Advertising Standards 


The Associated ‘Credit Jewelers of 
New York and New Jersey, at a meet- 
ing, Oct. 14, decided to continue in modi- 
fied form advertising regulations promul- 
gated by the association two years ago, 
and jewelers who are not members of 
the association will be asked to adhere 
to the standards which are designed te 
eliminate practices that militate against 
the best interests of the jewelry business. 


Your copy awaits the coupon on the opposite page. Sign it now, and | 
get it into the mail. No charge or obligation, of course. 


RESEARCH DIVISION OF LR / / d 
OULe Ou 
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permitted in order that the trade might for an expression of opinion, and the 
dispose of the old stocks. ‘ ro? following letters were among the replies. 
rings not answering the officia P 
i ai eile: wee ae mew, JEWELERS CIRCULAR-KEYSTONE: 
dealers’ hands will be remelted, it is This .will acknowledge your letter of 
perer’y the 8th and the two copies of the attor- 
neys’ speeches in reference to the Robin- 
son Patman Law. We have read a num- 
ber of opinions from eminent attorneys 
Letters to the Editor in reference to this legislation and are 
unable to see where it would in any way 
affect our own particular business. 


f a It seems to me there are very few 
What do you think about the Robin- branches of our industry where this par- 


son-Patman law and the legal opinions ticular law would apply. There is and 
by Felix H. Levy (published last month) always has been a lack of uniformity 
and by A. K. Shipe (published this in the dating of bills offered by manu- 
month) concerning the law? The editor facturers and importers. However, in 
asked several jewelry trade executives view of the fact that this does not make 
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si BUILDING 


Send for it 
Today 


Ro.tiep Go_p Pirate MANUFACTURERS 
Research Division 
Providence, Rhode Island 


Gentlemen: Please mail me, without cost or ob- 
ligation, a copy of “The Story of an Old Copper 
Coin.” 


anu acturers 
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a substantial discrimination and does not 
tend to create a monopoly, the law might 
not apply. 

FRANK MILHENING. 
Chicago, IIl. 


Editor, JEWELERS’ CIRCULAR-KEYSTONE: 


The text of the address by Mr. A. K. 
Shipe, accompanying yours of October 8, 
is the best interpretation of the Robinson- 
Patman Bill I have read. 

As the best legal minds are unable to 
definitely interpret the meaning or to 
reveal the effect of the bill, I, as a lay- 
man, can only point out a possibility of 
serious moment rather than express a 
definite opinion of the effect of this legis- 
lation on the medium priced jewelry in- 
dustry. My reaction is—back to “horse 
and buggy!” But where, oh where is 
the horse? 

The Robinson-Patman Bill has so many 
“bugs” in it and will prove so unpopu- 
lar and impractical as to necessitate its 
removal from the legal menu or the in- 
troduction of an entirely new recipe, 
prescribed by those who possess some 
semblance of the mental characteristics 
attributed to the horse. 

If, however, we must swallow “bugs” 
and all, or perish, the effect on the dis- 
tribution of medium priced jewelry may 
force widespread “direct to retailer” 
selling by the larger manufacturers. 

As manufacturers who now confine 
their jewelry lines to wholesalers must 
have that sales volume created by large 
retail outlets, can the manufacturer 
legally obtain said volume other than 
by selling direct? 

It seems imperative that an authorita- 
tive interpretation of this bill be promptly 
forthcoming, if a perhaps unnecessary 
disturbance to present distributing meth- 
ods is to be avoided. 

CHARLES A. MEALY. 
Irvington, N. J. 


Chapin Marcus and Jonker Cutters 
in Radio Broadcast 


Chapin Marcus, vice-president of 
Marcus & Co., Fifth Avenue, New York, 
and Lazare Kaplan and Leo Kaplan, of 
Lazare Kaplan & Son, Inc., 64 Fulton 
Street, New York, were stellar partici- 
pants in a coast-to-coast broadcast led by 
Edwin C. Hill Sunday night, Oct. 11. 
Asked, “How is business in these romantic 
circles of pearls and diamonds?” Mr. 
Marcus replied: “The best in years, as 
we come out of the depression,” and he 
went on to tell how the greater number 
of weddings, made possible by better 
times, is benefiting the industry. Leo 
Kaplan described the historic cleaving of 
the great Jonker diamond. 


Fashion this year is playing right in 
the hands of the good jewelry stores 
because costumes are fairly simple, 
consequently the accessories, particu- 
larly jewelry, are carrying the color 
tones of the ensemble. 
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I YOU WANT 


YOUR ORDERS 
Filled Promptly 
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Send Them to Us 
for 
Elgin 
Cyma 
Central 
New Haven 


WATCHES 
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Elgin 
Herman Miller 
Hammond 


New Haven 
CLOCKS 


The new ELGIN 
CLASSIC Ladies’ 
CAVALIER Men’s 


Best for the price 
in quality and style 





Ready for Quick Delivery 


Catalogue Sent on 
Request to Legitimate Dealers 


Louis SICKLES 


American Watch Distributors 
1015 CHESTNUT STREET 
Philadelphia, Pa. 
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Bandits Take $20,000 in Jewelry 
From Simon Sculler 


Detroit, Micu.—Simon Sculler, sales- 
man for his father, Joseph Sculler, whole- 
sale jeweler, at.35 East Gay St., Colum- 
bus, O., was robbed of sample cases 
containing jewelry allegedly worth $20,- 
000, on Sept. 30. 

Two men of the trio which held up 
Mr. Sculler got into his auto and drove 
to an alley where they met the third who 
apparently had driven there by appoint- 
ment. They then took the jewelry cases 
and drove away in their Ford sedan, 
taking Mr. Sculler’s car keys with them. 

Some of the ring mountings were 
marked with a triangle with the letter 
“S” inside. In addition to the men’s and 
women’s stone set and initialed rings, the 
robbers took three full telescope cases 
with a complete sample line of gold and 
gold-filled jewelry. 





Watch Imports During August Up 
43 Per Cent Over July 


WasHiIncTon, D. C. — Imports of 
watches and watch movements into the 
United States during August increased 
43 per cent over the preceding month, 
according to figures made available by 
the U. S. Department of Commerce. 

A total of 197,303 watches and watch 
movements with a value of $569,830 were 
received, with Switzerland supplying 
197,095. Switzerland also furnished 
watch parts valued at $56,301 and jewels 
for movements worth $107,792. 

The United States exported 26,998 non- 
jewelled watches and 1,360 jewelled 
watches, with a total value of $37,308. 
The United Kingdom received 18,127 
watches without jewels, and the Union 
of South Africa, the next best buyer, took 
2,914. Canada purchased parts. of 
watches valued at $15,417, while Mexico 
bought parts worth $12,728. Exports ot 
time recording devices were valued at 
$22,400. 

The United States exported one-day 
alarm clocks worth $27,715; mantel, 
novelty and wall clocks worth $4,872 and 
other clocks and parts worth $15,523. 





Bad Check Passer Swindles $150 
from New Brunswick Jeweler 


New Brunswick, N. J.—Mueller & 
New, 357 George Street, were defrauded 
of more than $150 by a swindler who 
offered a check for a men’s $100 watch 
and for the amount of $50, which was 
given him in cash, by the jewelers who 
accepted his credible story of other trans- 
actions in the city. 

The suspect, who gave his name as 
Henry J. Caldwell here, is L. Ramon 
Weaver, alias Carl Williams, alias 
Charles B. Walther, etc., who has served 
time in penitentiaries. The man is de- 
scribed as American; 50 years; 5 feet 6; 
150 pounds; medium build; dark com- 
plexioned; dark hair tinged with gray; 
pinch glasses; effeminate; hurried walk; 
nervous type; of good appearance and an 
excellent talker. 
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‘GOLD & SILVER CHARMS 


DOUBLE LUCK MARRIAGE 
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GLUTTON 
FORTUNE &NGAGEMNT 


SIMONS BROS. CO. 
269 South 9th St. Philadelphia 
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TROPHIES 
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See the Best 
illustrated in 
the NEW 
1937 
Trophies for 
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Better, 
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Beautiful 
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FH. NOBLE & C0. 


Manufacturers 
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ENTRUST 


Your Pearls to Schicksnaps 


Whether They Be Simulated, 
Cultured or Oriental 


Diamond Clasps $2.25 to $110.00 Each 


HARRY C. SCHICK, Inc. 


Newark, N. J. 





Wanted! 
JEWELRY BOX 
SALESMAN 


for Chicago 
eee 
WE Are looking for a box and display 


representative experienced in selling 
wholesale and manufacturing Jewelry 


trade in Chicago and Middle West. 
Only those definitely experienced in 
this territory considered. 

This is an umusual opportunity for 


the right man. We are seeking the 
kind of representative who can render 
to the Chicago trade the same high 
type of merchandising service we are 
rendering our customers in the East. 


All inquiries will be treated in strict- 
est confidence. 


Address personally: Milton Weill. 


ARROW 


MANUFACTURING COMPANY, Inc. 
15th and Hudson Sts., Hoboken, N. J. 
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Two Zanesville Jewelry Stores 
Suffer in $50,000 Fire 


ZANESVILLE, O.—Two jewelry stores 
suffered considerable loss in a $50,000 
blaze Oct. 6. At the store of Guy C. 
Fitz, 534 Main St., practically all the 
fixtures and a great amount of the stock 
as well as optical instruments were de- 
stroyed. 

The store of Pollock Bros., 530 Main 
St., sustained loss, mostly from water 
damage. Volunteer workers saved much 
of the jewelry. It is believed, however, 
that some jewelry was stolen by sneak 
thieves posing as volunteers. 





Clausin Absorbs W.-O.-N. 


MINNEAPOLIS, Minn.—S. H. Clausin & 
Co., Inc., 17 S. 6th St., has purchased the 
business, stock and fixtures of the 
W.-O.-N. Jewelers Supply Co., Ince., 
Owatonna, Minn. The stock and fixtures 
will be moved to this place. This acces- 
sion will increase the business of the 
local concern, which is known as one of 
the largest wholesalers of jewelry and 
supplies in the northwest. 





Hollywood Fashion Notes 


Miniature music, engraved in gold, 
hangs from a bracelet recently given 
Jeanette MacDonald by Gene Raymond. 
Each charm is a favorite song of the 
Metro-Goldwyn-Mayer singing star now 
appearing in “Maytime.” The chain 
from which the charms hang is created 
from small gold musical notes linked to- 
gether. 

*- * * 

Something new in the way of a scarf 
pin was introduced by Betty Furness who 
appeared wearing a large key pinned 
at the neckline of a sports costume. The 
bar of the key was in jade, the tips in 
gold. A key bracelet to match cempletes 
this unique set of jewelry. 

* * « 


Preserving Baby’s first shoes in gold, 
silver or bronze is an old custom. Now 
here comes Maureen O'Sullivan reviving 
a bit of real old Irish sentiment by hav- 
ing her jeweler take a cluster of orange 
blossoms from ‘her bridal bowquet and 
having them waxed. These preserved 
flowers now serve as a lapel ornament 
with Maureen’s various tailored suits. 

* * 


The fad of wearing bangles on brace- 
lets is about to become commonplace, so 
Arline Judge establishes a new one by 
wearing them on her belt. Arriving 
for work on the set of “Pigskin Parade” 
the other day, she wore a brown costume 
belted in brown leather suede on which 
were studded her favorite charms made 
of yellow gold. Among them are a 
tennis racquet, a fiddle, a bow and an 
air-plane. 


H. L. Woodruff, formerly in business 
at Sierra Madre, Calif., has launched a 
new retail jewelry enterprise at 510 S. 
Myrtle Ave., Monrovia, Calif. 
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FISHER 


COM PACTS 











Be FisHER Line 


AMF. CQ 
@e oo rot ormes se0 eomane 


NEW Fisher Compacts are the product 
of years of jewelry manufacturing ex- 
perience. Beauty of design and finish 
match smooth working parts which re- 
tlects fine craftsmanship. Heavily gold 
plated styles retail at $3 and $3.75— 
solid silver numbers at $15. All have 
hand painted hard French enamel tops. 
You can sell Fisher products with assur- 
ance of complete satisfaction. Sold 
thru Wholesale Jewelers. 


v 
EXTENSIVE —— OF FINE 
SPORTS JEWELRY 
ROSARIES AND. CRO SSES 


BALL CHARMS -- TROPHIES 
NOVELTIES 


J. M. FISHER COMPANY 


Manufacturer to the Wholesaler for over Fity Years 


ATTLEBORO (Est.1879) MASSACHUSETTS 


the Money” for over Fifty Years 


The Most for 














Morays’ Safety Clasp 
the 


Double Lock Center Snap 
Featuring 4 
A Complete Line 


° 
Ladies’ 
and 
Men's 
Watch 
Bracelets 








@ Easy to Open and Close. 
@ Simple to Adjust to Wrist. 
@ Double Lock Center Snap. 
@ Compact and Neat. 





a 
@ Cannot Open by Itself. Sold Thru 
@ Security against Watch Wholesalers 
Losses. Only 
@ 1/20-12K Gold Filled. rs 


MORAYS WATCH CASE CO., Inc. 
27 SIXTH AVENUE 
BROOKLYN, N. Y. 














Annual Meeting of Jewelers’ 
Reconstruction Corporation 


Cuicaco—The annual meeting of the 
members of the Jewelers’ Reconstruction 
Corporation was held on Sept. 23 at the 
Chicago office, 55 E. Washington St., and 
was followed by the annual meeting of 
the board of directors. 

At the annual meeting of the mem- 
bers, Ray C. Wolf of C. & E. Marshall 
Co., and Richard B. Dehnert of Stein 
& Ellbogen Co., were elected to serve as 
directors for a term of three years. The 
annual report of the Jewelers’ Recon- 
struction Corporation was enthusiastical- 
ly received and approved. 

At the meeting, a great deal of con- 
sideration was given to the new service 
of the corporation which has now been 
publicly announced. This service will 
be known as Advisory and Accounting 
Service. It is offered exclusively to retail 
jewelers and is strictly confidential as 
between the jeweler and the Jewelers’ 
Reconstruction Corporation. No reports, 
statements or information of any kind 
in anywise appertaining to the jeweler’s 
business enterprise will be made avail- 
able for the use of or in any manner 
transmitted to reporting or credit-rating 
agencies, to the creditors of the jeweler, 
or to any other person or persons except 
by and with the written consent of 
the jeweler himself. 

The service comprises a _ complete 
analysis of the jeweler’s business enter- 
prise to determine its present status and 
its future possibilities. This analysis in- 
cludes a financial analysis, an analysis 
of inventory, of accounts receivable and 
accounts payable, of operating costs, of 
recommendations as to possible improve- 
ment in financial structure, economy of 
operation, inventory control, etc., of the 
business. A monthly analysis will in- 
clude sales and cost of sales, operating 
expenses, receivables and payables, and 
merchandise purchases, etc., together with 
a complete operating or profit and loss 
statement for the month or for the 
elapsed period of service, with such rec- 
ommendations as may seem advisable to 
insure operating procedure and to insure 
the maximum earning capacity of the 
business on a sound basis. 

Following the meeting of the Board of 
Directors, the following officers were 
elected: President, Ray C. Wolf, C. & E. 
Marshall Co.; 1st Vice-President, Albert 
F. Long, A. C. Becken Co.; 2nd Vice- 
President, Jared E. Allen, Oneida, Ltd.; 
3rd Vice-President, Mead Montgomery, 
M. A. Mead & Co.; Treasurer, George 
E. Herring, Asseciated Silver Co., and 
Secretary-Manager, Guy E. Juchem. 





All-America Package Competition 


Several manufacturing jewelers and 
jewelry supply houses will enter the All- 
America Package Competition for 1936, 
sponsored by Modern Packaging Maga- 
zine, Sept. 8 through Dec. 19. Awards 
will be announced in March, 1937. 

Gold, silver and bronze trophies will 
be awarded the three winners in each of 
20 classes for products and displays. 
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Everybody has a Birthday | 
ZODIAC JEWELRY 


Fast Sellers All Year 


A set of twelve 
samples on your 
case or in your 
show window will 
bring you new 
business every 
day. 


sa Sivw 
ing—Retail 
—s ‘Site - 
ey—Reta | 2. 
Sterling Silver’ ” 
Charm—Retail $1.20 





Retail 
10 Kt. Gold Ring 


10 Kt. Gold Key 
$6.50 

10 Kt. Gold Charm 
$6.00 


Keystone List Price 





Also made in 
Rolled Gold 





Made 
Exclusively 


By 
Johnson-National Insignia Co., Inc. 


EST. 1894 
314 West 14th St., New York City 


MASONIC JEWELRY © 
SCHOOL JEWELRY 














GUARANTEED 


RECONDITIONED WATCHES 
LIKE NEW 


KEYSTONE 

1OK.ROLLEO 
GOLD PLATE 
VICTORY 





10/0 Elgin or Waltham 6/0 Elg.n or Waltham 

7 jewel yellow. ..$8.50 7 jewel yellow. ..$8.50 

15 jewel yellow. .$11.00 15 Jewel yellow. .$11.00 
Send for circular showing fine 
Railroad and other pocket 
watches and wrist watches simi- 
larly priced— 


WEKSLER & GOODMAN, Inc. 


Distributors of Keystone, Star, Belove, Master 
and |. D. Watch Cases 


5 SOUTH WABASH AVE., CHICAGO 
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NEW YORK: 


Jewelry News of the Metropolitan District 


Traders in Treasures, Inc., has re- 
moved from 588 Madison Ave., to larger 
quarters at 554 Madison Ave. 


Justin Tharaud, 129 Fifth Ave., im- 
porter of china, has left on an extended 
trip which will take him to the West 


Coast. 

H. M. Paskow, of William V. Schmidt 
Co., Inc., 22 W. 48th St., is now in the 
midst of his Pacific Coast trip, to return 
at Christmas time. 

E. Sydney Hyman, wholesaler, 15 
Maiden Lane, made a two weeks’ sales 
trip through New York State during 
October. 

Barnett & Svec, located for the last 11 
years at 1355 Sixth Avenue, moved on 
Oct. 1 to larger quarters at 559 Madison 
Avenue. 

Mortimer Conner, for many years with 
the American Watch Case Co., is now as- 
sociated with the Longines-Wittnauer Co. 
in charge of designing and manufacturing. 


Mrs. Leonard B. Friedman, better 
known to the trade as Etta H. Grossman, 
has resigned her position with Michael 
Levy Jewelry Corp. due to ill health. 


Max Elkon, of M. Elkon & Co., dia- 
mond wholesalers, 580 Fifth Avenue, re- 
turned recently from a month’s trip to 
Europe where he visited the diamond 
markets of Antwerp. 


Frank Aronson after 17 years with M. 
J. Lampert & Son, material house at 37 
Maiden Lane, on Oct. 5, became affiliated 
with the Uptown Material House, at 60 
W. 47th Street. 


Stanley Friedmann, for many years in 
the diamond business in Amsterdam, ar- 
rived in New York City on Oct. 17 and 
will establish a diamond importing busi- 
ness and make his home here. 


Walter Forstner of the Forstner Chain 
Corp., Irvington, N. J., returned re- 
cently on the airship Hindenburg from 
an extensive trip to the style centers of 
England and the Continent. 


Julius Kaufman, head of Goodfriend 
Bros., Inc., pearl and precious stone deal- 
ers, 608 Fifth Avenue, returned from 
Europe recently, where he spent six weeks 
in the gem markets of Paris and London. 


Henry Miller, of Miller & Veit, im- 
porters and cutters of diamonds at 630 
Fifth Avenue, returned on the Ile de 
France, Oct. 6, after visiting the diamond 
markets of Amsterdam and Antwerp. 


The funeral of Fred H. Miller, mem- 
ber of the Brotherhood of: Traveling 
Jewelers, who died on Oct. 12, at an ad- 
vanced age, at his home in Baltimore, Md., 
was held at Newark, N. J. 

Rudolph Kelbert, vice-president of Her- 
man Kleinberg Fils, Inc., 605 Fifth Av- 
enue, returned recently from a _ two 
months’ buying trip in Europe, where he 
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visited the firm’s headquarters in Ant- 
werp. 

H. D. Lawson, representative of F. H. 
Noble & Co., Inc., 15 Maiden Lane, re- 
turned recently from a sales trip to Phila- 
delphia, Baltimore and Washington, re- 
porting satisfactory prospects for Christ- 
mas trade. 

Arthur H. Schmitt is making the 
southern territory trip for Jean R. Graef, 
Inc., 15 Maiden Lane, watch wholesalers, 
going as far as Texas. William F. 
Ringen is on a sales trip over the eastern 
territory. 

A. D. Leveridge sailed for Europe on 
Oct. 24, in the interests of the diamond 
importing firm of A. D. Leveridge, 607 
Fifth Ave., He will join his son, Don R. 
Leveridge, who is already in Amsterdam 
studying the technique of diamond cutting. 


The office of Paul de Vries, diamond 
cutter and importer, 48 W. 48th St., 
announces that Max Moser has joined 
the firm and will travel through the 
Middle West. Sam Stone will leave 
aboard the Queen Mary, Nov. 18, for a 
visit to the de Vries Antwerp office. 


On Oct. 16 W. W. Schwab, president 
of J. R. Wood & Sons, sailed for Europe. 
Mr. Schwab plans to visit the Omega 
Watch Co. in Switzerland. From Switzer- 
land he will go to the Antwerp and 
Amsterdam diamond markets, returning 
to this country about the middle of No- 
vember. 

B. Gutter & Son, Inc., formerly at 1454 
Broadway, where a retail business was 
conducted, announced their retirement 
from that field upon entrance into new 
quarters on the ninth floor at 576 Fifth 
Avenue, on Sept. 28. The company will 
now engage entirely in the diamond trade, 
selling only to jobbers. 

Morris Eisler, who for many years was 
a manufacturer of fine jewelry at 51 
Maiden Lane, died Sept. 24. The de- 
ceased, who was aged 71, had lived in 
retirement for the past 10 years at 
Monsey, N. Y. Surviving are his widow, 
and four sons, Marcel J., Sidney, Bernard 
and Dr. Robert Eisler. 

Jacques Mandelbaum, of Jacques Man- 
delbaum, Inc., diamond importers, 2 W. 
46th Street, reports an improvement of 
25 per cent in business for the fiscal year 
ending Oct. 1. Mr. Mandelbaum is 
optimistic for the diamond business, espe- 
cially in the smaller sizes. He expects a 
stiff market as he sees demands outstrip- 
ping the supply. 

Sigmund Cohn, president of the Jewel- 
ers 24 Karat Club, has appointed the 
banquet committee for the big mid-winter 
event which will be held January 23 at 
the Waldorf-Astoria Hotel. From present 
indications, the banquet in January will 
be one of the best ever held; much inter- 
est is already being shown in the dinner. 

(Please turn to page 114) 
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CHINESE GEMS CO, 


J ADE INC. 
and other Semi- 
Precious Stones for 
Compacts, Bags, 
Picture Frames and Boxes. 
Stone Ornaments for Lamps 


20 West 47th St., New York 
IMPORTER — WHOLESALER 














REPAIRING 


and Engraving on Jewelry and 
Silverware of Every 


Solky Bros., Ine. 


142 Fulton St., New York 








EXPERT REPAIRS 


SI LV ERWA RB B 
Greatest Care Given to Heirlooms 
No job too small or too much trouble 








217 E. 38th St. 
CURRIER & ROBY “15.02 





Diamonds, Pearls, Precious, 
Synthetic & Imitation Stones 


S. NATHAN & CO., Ine. 
71-73 Nassau Street, New York 


Orders for Jobbing Stones and Lovstare 
Work Carefully and Promptly Fitle 





Same Day Service GUARANTEED 


DIAL REFINISHING 


All jobs leave our shop same day recetved 
U.S. Watch Dial Mfg. Corp. 4:00 “eorex 








Manufacturer of Gold 
and Platinum Ring 
Mountings and Wed- 


ding Rings to Whele- 
salers 






LOUIS KOPPEL 


126 MAIDEN LANE 
NEW YORK, N. Y. 

















DIAL REFINISHING 


a WATCH AND CLOCK 
HIGH GRADE EUROPEAN METHOD 
24 Heur Service 


E Write for Price List 


ROYAL DIAL & REFINISHING CO. 
116 NASSAU ST. NEW YORK, N. Y. 


Mathey-Tissot 
WATCHES 


HIGHEST GRADE SINCE 1886 


NORMAN M. MORRIS 


INCORPORATED 
608 FIFTH AVE. NEW YORK 
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Watch and Jewelry Repair Tags 


Patent Siot—Numbered and Strung 
with Claim Check—Also others 
Prices from 80¢ per 1000 
Mpectal trade discount to Jobbers 
Write for Semples 


SUPREME TAG CO. 1107 Broadway, 


New York, N. Y. 
SIGNS of DISTINCTION 


Raised, silver finish, metal letters; catalin let- 
ters, on blue, black, other colors mirror plate 
glass. Estimates, sketches submitted. , 
"DOMINO," newest, dignified metal price 
marker; special for the Jewelry trade, size d's 
%”, Vo”, "MOTTO SIGNS,"’ embossed gold or 
silver on black onyx finish and blue transparent 
plaques. 

“FIXMOBIL"—Display Art—303 4th Ave., N.Y.C. 


“LOHENGRIN” 


HAND-CARVED 
WEDDING RINGS 


Every day more jewelers are handling 
these wedding rings exclusively. 


BLANCARD & CO. [St 122. 23rd st 


1876 NEWYORK 


RCH CROWN TAGS 


CELLULOID — METAL — PARCHMENT 
Send for Catalog Illustrating 
Our New Improved Line 
18 Orawford St. Newark, N. J. 


| )E{ PECE—— 


SELF WINDING 
WATERPROOF WATCHES 
48 WEST 48TH ST. NEW YORK 




































































WE ARE 
SPECIALISTS 


on 
NEW ORDERS 
and 


REPAIRING 
in all its branches 


SINCE 1910 
M. J. STERN & CO. 


61 Beekman Street, N. Y. City, N. Y. 


WATCH 3 
PIERCE 
WATCHES 






















The Tri-Pact Process 


BETTER PLATING 
at 


Moderate Prices 
Chremium, Rhodium, Gold, Silver 


TRI-PACT PLATING CO. 


















20 Eldridge St. New York 












New York Notes 
(From page 113) 

The committee in charge is as follows: 
G. H. Niemeyer, chairman; Walter Kahn, 
Julius Kaufman, Albert Levy, Fred Cro- 
selmire, Raymond Mehrlust, Walter Eitel- 
bach, Reginald Reichman and John A. 
Sommer. Harry D. Meyers, associated 
in the diamond business with his father, 
Harry A. Meyers, 6 Maiden Lane, was 
elected a member. 


A new firm engaging in the manufac- 
ture of wrist watch attachments under 
the name of Jacoby-Bender, Inc., is lo- 
cated at 64 Wooster St. Both of the 
principals, Max Jacoby and Joseph M. 
Bender, are well known to the trade. The 
former with 23 years and the latter with 
17 years in the jewelry industry had both 
been associated with Bruner-Ritter, Inc., 
until recently, and had previously been 
connected with S. Bruner. 


Long noted for its faithful reproduc- 
tions of antique sterling silverware, Cur- 
rier & Roby, 217 E. 38th St., has passed 
into the hands of George Finn, who has 
been associated with the firm for more 
than 25 years and who is thoroughly 
imbued with the tradition of Ernest M. 
Currier, who was one of the greatest 
authorities on antique silverware in the 
United States. The firm’s staff of artisans 
will be retained. 


Preparations have been made for the 
entertainment of 200 members of the Four- 
Square Club and their invited guests at 
the annual Election Eve Ladies Night, to 
be held Nov. 2, at Reuben’s Restaurant, 
6 E. 58th St. Moe Rooder, chairman of 
the social and welfare committee has 
arranged for several entertainers. There 
will be a floor show after the dinner and 
dancing to music by Leo Stein’s orches- 
tra. There will be souvenirs for the wo- 
men. The first Fall meeting was held 
on Oct. 5, at the WEAF Restaurant, with 
Louis Baltes, president, in charge. 


Retail jewelry sales are somewhat im- 
proved in the Bronx, Brooklyn and Long 
Island City, discussion revealed at the 
first fall meeting of the Brooklyn Retail 
Jewelers Association, of which Phineas 
Peters is president, at 8 Nevins Street, 
Brooklyn, the night of Oct. 21. Members 
commended the Robinson-Patman Act, 
elimination of the jewelry excise tax, and 
formation of the new vigilance committee 
on enforcing the State second-hand watch 
law. Mr. Peters and H. Goldschmidt, 
head of the Metropolitan Retail Jewelers 
Association, urged support for the Horo- 
logical Institute of America. A_ clock 
was presented to Abraham Golowen as a 
wedding present. Refreshments were 
served. 


The Bronx Retail Jewelers Association, 
meeting Oct. 13 at Castle Hall, endorsed 
a resolution that has been circulated 
among the metropolitan retail associa- 
tions favoring the institution of an agency 
to handle complaints of violations of the 
second-hand watch law. The members 
also approved the suggestion that all the 
local associations hold a combined ban- 

(Please turn to page 115) 
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MARCASITE 
MONOGRAM BROOCHES 


in Sterling Silver. Genuine French 
Marcasite in combination with Black, 
Green or Sard Onyx 





Tilustration reduced size, 8x 4 M/M 


SEND FOR PHOTOGRAPH 
J. MOROCH 


125 CANAL ST. NEW YORK CITY 





Diamonds 


and 
Diamond Mounted Jewelry 


WHITELAW BROTHERS 
Diamond Importers and Cutters 
48 West 48th St. New York City 











SS 
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and Boudoir Clocks 


0 


Specializing Traveling 
Also complete Leather Case Service 


110 West 40th St. * New York 
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Coat of Arms 


ENCRUSTERS 


BRAUNFELD &G© MEHLMAN 
108 FULTON STREET 


Drilling NEW YORK, N. Y. Gem Cutting 











Gold and Platinum Solders 
“Clinton Alloys” 
For White, Green, Yellow Gold 
Refiners of Precious Metals 


CLINTON REFINING CO., Inc. 
91 E. Kinney St., Newark, N. J. 








WANTED 
_ Experienced jewelry man capable of | 
installing dignified credit system in “bet- 
ter” type jewelry stores. 
Advertising and publicity knowledge 
an asset but not absolutely necessary. 
Give full particulars, address “G., 
5123,” care Jewelers’ Circular-Key- 
stone. 











STOP WATCHES 


Low-Priced Line. 
7 Jewels—Popular Sellers. 
Fully Guaranteed. 


Write for free Catalogue 
No. C-11 


BRENET WATCH CO. 
266 W. 40th St., New York 
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A Modern Case and Dial 
to fit every Movement ! 


We Repair and Rebuild 
all kinds of Watches. 


All Work Guaranteed 
S. SCHWARTZ 


64 W. 48th St., New York, N.Y. 
8% L. 10 Kt. R.G.P. Case & Dial $1.35 










“ORIENTA” 
CULTURED PEARLS 
of QUALITY 


Lys Chrisie % Fo 


65 NASSAU STREET NEW YORK 











ENGRAVED SEAL STONES 
For Schools and Colleges 


The S. E. MORRO Co. 
Zs “Doing one thing well” 
554 Vanderbilt Ave., Brooklyn, N. Y. 
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Send us your Old Stock of Unsalable Watches 


We will Rebuild them .. . Repair them and fit 

them into Modern, Latest Design Cases. Natural 

Gold Color, Stainless Steel or Chrome with at- 

tractive Dials to match, as Low as $2.25 Complete. 
35 Years in the Trade 


1. KUNNEL 
2 WEST 47th STREET 





NEW YORK 








MARCASITE MONOGRAM BROOCHES 





Send for Our New Photograph 
Memo Selections to Responsible Jewelers 


A. FRANK COMPANY 


562 Fifth Avenue New York 





PRE» 
ee EST 
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FOR ALL COLORS AND KARATS 
FOR PLATE, WIRE OR CASTING 


GOLD SOLDER ALLOYS 


SPECIAL ALLOYS FOR ENAMELING GOLDS 
_ H.HENRICH, INC. 
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New York Notes 
(From page 114) 


quet this year. Phineas Peters, president 
of the Brooklyn association; Hyman 
Goldschmidt, president of the Metropoli- 
tan association, and Bennett Schwartz, 
head of the Long Island association, were 
guests. Mrs. A. Siegel was named chair- 
man of a committee planning a theatre 
party for the ladies auxiliary. 


Herman Schlacht, well known in horo- 
logical circles, is now in charge of the 
watch repair service of Cartier, Inc., 
Fifth Avenue jewelry house. He had 
been in the employ of the firm for a 
number of years and his promotion to 
this responsible position is recognition of 
his ability as a horologist. Last year 
Mr. Schlacht served as president of the 
Horological Society of New York and for 
years he has been interested in elevating 
the standards of watchmaking. Friends 
in the trade, and especially his fellow 
members of the Horological Society, have 
been showering him with congratulations 
on his promotion to one of the most re- 
sponsible positions in the watch repair 
business. 


The Jewelry Division of the Federa- 
tion for the Support of Jewish Philan- 
thropic Societies of New York City will 
hold a dinner, Wednesday night, Nov. 18, 
at Hotel Biltmore, to aid the Federa- 
tion’s 1936 fund-raising campaign, Ira 
Guilden, of the Bulova Watch Co., Inc., 
chairman of the group, has announced. 
Harry D. Henshel, also of the Bulova 
company, is chairman of the arrange- 
ments committee, other members of which 
are Ben Eichberg, of Eichberg & Co.; 
Alexander M. Arnstein, of Arnstein 
Brothers & Co.; Eliot P. Hirschberg, of 
the Finley Straus Jewelry Co.; Samson 
Hittner, of the Bulova Watch Co.; Mor- 
ris Hoffman, of Invicta-Seeland, Inc.; 
Royal C. Linthicum, of Buss Linthicum 
Thorson, Inc.; Lawrence B. Malawista, 
of Morris Malawista Son & Bro., Inc.; 
Aaron Sverdlik, of Robinson & Sverdlik; 
and Milton Weil, of the Arrow Manu- 
facturing Co. 


Presentation of a brown leather travel- 
ing bag to Jacques LeRoy, a director of 
the Horological Institute of America, was 
a feature of the sixth anniversary meet- 
ing of the Horological Society of New 
York on Oct. 6, of which Mr. LeRoy was 
an organizer. R. Salomon, former presi- 
dent, made the presentation. A large at- 
tendance listened with absorbed interest 
to a technical discussion of adjusting by 
Walter J. Kleinlein of the Waltham 
Watch Co., who illustrated various points 
with blackboard sketches, after the close 
of his prepared address. Many members 
took application blanks for the forthcom- 
ing contest in making new watch parts 
or instruments. Frank Laine, a member 
of the society, exhibited for the first time 
a marine chronometer which he made 
during spare-time intervals in the last 
six years at his home, 281 S. 13th Street. 
Lindenhurst, L. I. It has 17 jewels, the 
plate is silver, and the casing is of bronze. 
Its box is an intricate inlay of 2182 pieces 
of kingwood, boxwood, ebony, mahogany 
and other fine woods. 
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Why Not Do Your Own Plating !! 


SAL-HYDE ) 


SAL-HYDE IS A PREPARED PATENTED CON- 
CENTRATED SALTS FOR ELECTRO-PLATING. 
All ingredients of pure materials and chemi- 
cals. eady for immediate use when dissolved 
in hot water. Nothing else necessary. 


Made in Rhodium, Gold in All Colors, 
White Gold, Silver, Copper, Oxidiz- 
ing, Spotting, Nickel and Stripping. 
Plating Taught Gratis to Users of Sal-Hyde 
Salts. 


The W. Green Electric Co. 


Manufacturers of Polishing Motors, Plating Generators, 
Sal-Hyde Electro-plating Salts and Platers’ Equipment 


182 Broadway, New York 











Initial MARCASITE Jewelry 


(Brooches- Fobs- Rings- Bracelets) 
in 


Sterling Silver 





Quality—finest 
Service—quickest 
Workmanship—best 


Send for our photo 
of Pins and Fobs 


MOHEL & MARIO, Inc. 
38 W. 32nd St. New York, N. Y. 











GOLD 


SILVER 
PLATING 


enuaraare Ranaiees 
Equal to NEW (After) 


Removing of Engravings 


WM. HERTEL & CO., Inc. 


Silversmiths & Platers 
17 W. 45th St. 
Mew Yerk City 


“18 years at the same 
address” 





( ere J 

















F (co 


CU) Q) 1219 PEARLS 


, JACK J a 


“ee, 


"Se... 
** eae e ao. &* 

































MONOGRAM 
MARCASITE BROOCHES 


IN STERLING SILVER 





Hand made genuine French Marcasite 
Brooches in various designs and in com- 
binations with Agate, Carnelian & Jade. 


Arrangements made for sample orders 
JEWELRY CREATIONS, INC. 
Manufacturers 
117 W. 48th St. New York 








MODERN “BROADWAY” WATCHES 





We have for immediate delivery in chrome steel 
back, natural top, or all natural R.G.P. cases, the 
following: 

Gents Strap Watches 
11% ligne fancy shape or round cases. 
6% ligne sport strap cases. 
7% x11 ligne, curved movement natural case. 


Ladies Bracelet Watches 
6% ligne tonneau, steel, natural top, or all natural 


8% ligne round, steel, natural top, or all natural 
case. 
7% ligne round, eee, natural top, or all natural 


case; also 2 ; 
4 2/3 ligne baguette, stee!, natural top, or all natural 
case; also 2 dia. 
6% x8 ligne square, steel, natural top, or all 
natural case; also 2 dia. 
The above wafches are all in 7 Jewel. 


CONSOLIDATED WATCH CO. 
Importers 


65 NASSAU ST. NEW YORK CITY 











Complete Fixtures in this 
Modern New Jewelry Store 


FOR SALE 


Attractive Prices and Terms 


Custom Built installation incorporating new- 
est and most approved ideas of design and 
display. Woedwork special Figured Walnut 
Veneer. Full view all glass Cases. Will be 
adjusted and fitted to any floor space. 

If located in New York State or New Eng- 
land this is an opportunity to completely 
modernize your store at very low cost. 


Address Box No. "'G., 5316"' 
Care of Jewelers’ Circular-Keystone 
239 W. 39th St., New York 




















Walter F. Heeren Dead 


PitrsBuURGH, Pa.—Walter F. Heeren, 
59, manufacturing jeweler and last of 
the Heeren family to be actively identified 
with the jewelry trade of Pittsburgh, col- 
lapsed in his office shortly after noon on 
Saturday, Oct. 3, and died en route to 





The late Walter F. Heeren 


the Allegheny General Hospital where 
he was being taken by employees. He 
was discovered by Joseph Weigand, a 
business associate for 43 years, who sum- 
moned a hospital ambulance. He had 
been in failing health for some time. 
The passing of Mr. Heeren brings to 









mind the brilliance of the old firm of 
Heeren Bros., which was founded in 
1867 in a little shop in Wood St., by the 
late William Heeren, father of Walter, 
and his brother, Otto, who, around the 
turn of the century, was a noted art con- 


noisseur. A few years later, William 
Hoffman joined the firm and subsequently 
the Heeren building was erected at Penn 
and Eighth Streets, the firm occupying 
three of the eight floors. The business 
continued until 1934 when the firm failed. 
A few months later, a group of former 
employees persuaded Walter Heeren, who 
had been president of Heeren Bros., to 
join them and they organized a partner- 
ship under the name of Heeren & Co, 
purchasing the manufacturing facilities 
of the company and renting the third 
floor of the Heeren building. 

A half century ago, Heeren Bros,’ 
establishment was referred to as the finest 
jewelry store between New York and Chi- 
cago. At that time, Otto Heeren made 
annual pilgrimages to Italy, France and 
Austria, where he _ purchased bronze 
statuary, and retail jewelers from all 
over the United States came to Pitts- 
burgh to purchase their requirements. 
Meanwhile, Otto Heeren had married 
William Hoffman’s daughter. Three 
children survive that marriage, all of 
whom were at one time associated with 


Heeren Bros. They are Albert W. 
Heeren, retired, of this city; Harry 
Heeren, now in Florida, and Ralph 


Heeren, who lives in the Isle of Pines. 

Walter Heeren leaves a married daugh- 
ter, Mrs. E. E. Perritt, of this city, and 
Miss Lillian Heeren, who lived with her 
father at 1130 Heberton Street. Mrs. 
Heeren died several years ago. 

Heeren & Co. is proceeding under the 
direction of Clyde G. Mortimer. 








Jewelry Industry in Rhode Island Far 
Better Off Than in ’33 


ProvipENCE, R. I.—Both production and 
employment in the manufacture of jewe!ry 
in Rhode Island in 1935 showed pro- 
nounced increases over 1933, says the 
Federal Census Bureau. 

The number of wage earners reported 
for 1935 reached a total of 6300 (average 


1935 

Number of establishments.......... 
Wage earners (average for the year)* 6,300 
ey ete ee eee $5,487,044 
Cost of materials, containers, fuel, and 

purchased electric energy ........ $6,841,918 
WOE OF DINGS. 55k ccccteciviecss $17,395,326 
Value added by manufacture” ...... $10,553,408 





4 Not including salaried officers and employees. 


and purchased electric energy. 


for the year), an increase of 29.0 per cent 
over the corresponding figures for 1933; 
and the compensation of these workers, 
$5,487,044, exceeded the 1933 wage total 
by 56.9 per cent. For the value of prod- 


ucts, $17,395,326, a gain of 55.4 per cent 
is shown. 

Rhode Island is one of the leading states 
In fact, 


in the manufacture of jewelry. 
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it outranked all other states in number of 
wage earners employed and wages paid 
in 1933, and outranked all other states ex- 
cept New York in value of products. (The 
New York State figures for 1935 are not 
yet available.) 

The statement below gives a sum- 
mary for 1935 (preliminary and subject 
to revision), with comparative figures for 
1933 and 1929: 


Per cent of 
increase or 


decrease (—) 

1933- 1929- 

1933 1929 1935 1935 
112 238 25.0 —41.2 
4,884 10,273 29.0 —38.7 
$3,497,065 $10,482,300 56.9 —47.7 
$4,143,292 $18,162,824 65.1 —62.3 
$11,195,778 $41,692,203 55.4 —58.3 
$7,052,486 $23,529,379 49.6 —55.1 


> Value of products less cost of materials, fuel, 














SILVER REPAIRED 
equal to New 
PLATING in all 
its branches. 
Display Card on Request 


KWATT JWLY. CO. 
93 Nassau St., New York, N. Y. 





Before After 
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COOPER 


BROS., INC 
MANUFACTURING JEWELERS 


SPECIAL ORDER “WORK—REPAIRING 
711 SANSOM ST. PHILADELPHIA 








Philadephia College of Horology 


SCHOOL FOR WATCHMAKERS 
JEWELERS AND ENGRAVERS 


AM Broad and Somerset Streets 
PHILADELPHIA, PA. 











ELGIN & CYMA 
WATCHES ——— 


LOUIS SICKLES 
1015 Chestnut St., Philadelphia, Pa. 
“Wholesale Distributors to the Trade” 











ORDER YOUR 


TELECHRON and REVERE 
Electric Clocks 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 
MT. VERNON—Amer. Watches 


Repair Dept. Supplies 
From authorized Distributors 


729 Sansom St., Philadelphia 


(Satisfactory service for 42 years) 


JOS. B. BECHTEL & CO., INC. 








ZIRNKILTON 


CREATORS OF ARTISTIC 
HAND-MADE 
IRIDIUM PLATINUM MOUNTINGS 


FLX. ZIRNKILTON Pitaveteata 








MOUNTINGS 
OF RECOGNIZED MERIT 


FULMER & GIBBONS, INC. 
117 So. 10TH St. PHtLapELPHIA 








BOWMAN 
Technical School 


Courses for Success for 


Watchmakers 
Engravers, Jewelers 
Write for free book ‘“‘Your Future and Our School.” 


JOHN J. BOWMAN, Director 
Bowman Bidg., Lancaster, Pa. 














Manufacturer of Distinctive Diamond 
Mountings and Wedding Rings 


805 Sansom Street Philadelphia 





BYARD F. BROGAN 
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PHILADELPHIA 


D. W. Douglass, Southern representa- 
tive of Simons Bros. Co., Inc., 269 S. 
9th St. has also accepted the Middle- 
Western territory. 


W. E. Pierpont, Jr., formerly with the 
Gruen Watch Co., Inc., is now represent- 
ing Byard F. Brogan, manufacturing 
jeweler at 807 Sansom St. in the New 
England territory. 


The Horological Guild of Philadel- 
phia will hear a lecture by W. H. 
Samelius, director of the Elgin Watch- 
makers College, on Monday evening, 
Nov. 2, at Van Tassell’s Restaurant, 120 
S. 13th St. 


Joseph E. Fishbein is a new salesman 
for Louis Sickles, watch wholesaler, 1015 
Chestnut St., featuring a line of Amer- 
ican and Swiss watches in New Jersey, 
Pennsylvania and Southern New York. 
John Heffren is representing the clock 
line for Louis Sickles in Pennsylvania. 


Richard Stotzner, who operated a 
jewelry store on Ridge Ave. for 48 
years, died Sept. 26, after a long illness. 
He was 68. He is survived by his widow, 
and three sons, Charles A., Westville, 
N. J.; Richard S., this place, and Wil- 
liam T. Stotzner, Oaklyn, N. J. 

Franklin §S. Reick, 127 Washington 
Lane, Germantown, who had engaged in 
the jewelry business there for the last 
33 years, died Oct. 8. He was a 32nd 
degree Mason and a member of many 
fraternal organizations. His widow and 
a daughter survive. 

Earl S. Bickel, 46, who had been em- 
ployed for nearly 17 years by J. E. 
Caldwell & Co., Inc., Juniper & Chestnut 
Sts., died suddenly Sept. 29, at his home, 
4663 N. 16th St., after a short illness 
from heart disease. For the past ten 
years Mr. Bickel was manager of the 
firm’s insignia department. His widow 
and one son survive. 


Charles Hunsberger was feted by the 
officers and buyers of Bailey, Banks & 
Biddle Co., Inc., 1218-1222 Chestnut St., 
at a dinner, recently, in celebration of 
the 50th anniversary of his employment 
with the company, which he serves as 
an expert engraver. Mr. Hunsberger, 
who is also known around Philadelphia 
as a tenor soloist, has spent his entire 
business career with this house. 





Edward P. Vandenburgh 


Haverstraw, N. Y.—Edward P. Van- 
denburgh who began his jewelry busi- 
ness here in 1882, died Oct. 17, in his 
74th year after an illness of several 
months. The deceased is survived by his 
widow and son, Edward, Jr., who, it is 
expected, will continue the business. Mr. 
Vandenburgh had been active fraternally. 





Prices of Silver Bars 
London New York 


Spot Official 
Octolee SZ ncnccces 19 11/16 44H, 
Cetatee F occcicies 19 9/16 WAY, 
October 16 ....... 19 7/16 4434 
October 2 ......'. 19% 44Y, 








RONSON LIGHTERS & CASES 


Complete Stock On Hand 
on a deewetey dare 


Ge 
| neice 
SCRANTON, PENNA 


“FACTORY DISTRIBUTORS” 








TY AY I Oe 


STERLING 








SPECIAL ORDER WORK IN 


PLATINUM AND GOLD 


HIEGL & HLAVATSCH 
Mfg. Jewelers 
720 SANSOM ST. PHILADELPHIA, PA. 
Repairing. Satisfactory Service for Over 20 Years 








SILVERLING 


A liquid silver Polish that is harmless to 
hands, health or Silverware. No wash- 
ing necessary before or after using. 
8 ounce Bottles, Price $3.00 per Dozen, 
Prepaid. Retail, 50 cents each. A free 
sample will tell "its own pea Address 


SILVERLIN 
1215 East Republic Street, poate, Illinois 








“Come to Kamlot First” 


We carry one of the most com- 
plete stocks at all times of watch 
materials and supplies for 


ELGIN 


HAMILTON Wag eea ae 
BULOVA—GRUEN—LONGINES 
and all other Swiss makes 
Mail Orders Filled Accurately 
and Promptly 
HENRY KAMLOT COMPANY 


387 Washington St. 
BOSTON, MASS. 








If 


you are in need 
of anything in the 


Gift Lines 


see our announcement 
on page 90 


The Jewelers’ Circular-Keystone 














OLD GOLD, SILVER, 
PLATINUM BOUGHT 


FILINGS—SWEEPS— 
GOLD FILLED SCRAP 


Jewelers’ Shipments from all parts of the 
U. S. prove our checks satisfy 


Your lot is accurately valued, reported 
same day as received and held intact 
awaiting your OK. 


EMPIRE SMELTING & REFINING CO. 
Metallurgical Chemists 
713 Sansom Street, Phila., Pa. 
































































[ wuere TO BUY 








Send for Catalog 
and 
Latest Price List 


Sterling Silverware 
and Novelties 


G.H. FRENCH & COMPANY 
Vilicrsmilhd 


NORTHATTLEBORO MASSACHUSETTS 








MIRPO SILVER POLISH DE LUXE 
Best. Non-poisonous. Non-inflammable. 
Easily applied; easily removed. 
Order thru your jobber or direet. 

Write for free sample. 


MIRPO PRODUCTS MFG. CO. 


America’s 








LaPORTE, INDIANA 
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TAWA 
POLISH 


Nye RSM (ww 


att f BART Oy 


A superior polish — bocked 
by over o century of experi- 
ence in the manufacture of 
fine silverwore. For use ond 
resale—borrels to 3 oz. jors. 


REED & BARTON Taunton, Mass. 




















DUB-L-LOK 
WORKS AUTOMATICALLY 


= —_ 


: ; 
: The Safest Safety Catch yi Oe A 
bis Sample on request = 


[WELLS MFG.CO.“T20"° 



















Massachusetts School of Optometry 
INCORPORATED 
Standard Three-Year Day Course 
Post Graduate and Special Courses 
Arranged 
For further information address: 


1114-1118 BOYLSTON STREET 
Boston, Massachusetts 





ANCHESTER 


SILVER COMPANY 


DE RHODE ISLAND 








DICTIONARY OF GEMS 
Precious and Semi-Precious 
Stones 


by R. J. Rocers, F.G.A. 
Price $1.50 Postage Paid 


The Jewelers’ Circular-Keystone 
239 West 39th Street New York City 














PROVIDENCE: 









Happenings in the New England Territory 


Mrs. Robert S. Cummings has reopened 
the Silver Crane Gift Shop at 183 Cross 
Street, Central Falls. 

Frank J. Ryder, head of the Walter E. 
Hayward Co., of Attleboro, who has been 
confined to his home by illness, is report- 
ed as improving. 

Arthur Henius was chairman of the 
special gifts division of the annual roll 
call campaign of Providence Chapter of 
the American Red Cross last month. 

Jewel-Craft, Inc., of Providence, which 
was incorporated a few weeks ago un- 
der the laws of Rhode Island, has 
changed its corporate name to the Cres- 
cent Jewelry Co. 

The building of an addition to the plant 
of the General Plate Company, on Forest 
Street, Attleboro, is in progress to take 
care of the greatly increasing business of 
the concern. It will cost ‘more than 
$10,000. 

At the annual meeting of the Brigham 
Family Association held Oct. 12 at the 
Waywide Inn at Sudbury, Mass., Charles 
W. Brigham of Attleboro, head of the 
Brigham Engraving Co., was elected vice- 
president. 

Tilden-Thurber Co. during the week of 
Oct. 12 celebrated its 80th anniversary 
by special offerings in all of its depart- 
ments. The company is distributing its 
limited first edition of souvenir plates 
commemorative of the Rhode Island Ter- 
centenary. 

Louis H. Block, who has conducted a 
retail and repair jewelry business in 
Providence for nearly 40 years, died Sept. 
26 at his home, 37 Verndale Avenue, in 
his 58th year. He was born in Russia 
but came to this country with his parents 
as a small boy. He is survived by his 
widow and one son. 

Among the members of the advisory 
board committee on exhibits in connection 
with the advertising and sales promotion 
clinic at the Attleboro Chamber of Com- 
merce are J. Burleigh Moulton of the 
D. E. Makepeace Co., George E. Nerney 
of the Bay State Optical Co. and Robert 
P. Mason of the Mason Box Co. 

William H. Platt, for many years in 
charge of the stock department in the fac- 
tory of the Theodore W. Foster & Brother 
Co., Providence, died Oct. 8 aged 66 
years. He recently received a 25-year 
gold membership medal in Mount Vernon 
Lodge of Masons. He is survived by his 
widow, a brother and three nephews. 

While the proprietor was asleep in the 
back room, a thief the other night smashed 
a window in the retail jewelry store of 
Hyman Pass, 252 Charles Street and stole 
15 watches and opera glasses all to the 
value of nearly $200. Later part of the 
property was found in the yard back of 
the store. 

The offices of the Heaton & Lockwood 
Hub Cutting Co., the Strathmore Co., the 
Kilgus & McGough Tool Co. and the 
Garst Tool Co., all jewelry tool makers 
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in the factory business at 230 Eddy Street, 
were broken into on Oct. 4, safes forced 
open and the places generally ransacked 
evidently in search of money, as nothing 
of value was reported missing. 


An exhaustive report of labor condi- 
tions in manufacturing jewelry industry 
in Rhode Island is being prepared under 
the direction of L. Metcalfe Walling, 
State Director of Labor, which will be 
presented to the State Division of Labor 
at an early date for approval. It is un- 
derstood that among the recommendations 
will be the establishing of minimum wage 
scale. 

The Metal Finding Manufacturers’ As- 
sociation held its October meeting at the 
Narragansett Hotel on the 7th, and fol- 
lowing a dinner discussed various mat- 
ters pertaining to the association and the 
welfare of the industry. President Edgar 
E. Baker conducted the meeting and ex- 
plained at considerable length the regula- 
tions for making payments in connection 
with the Federal and State Security plans. 

Horace F. Carpenter, for many years 
head of H. F. Carpenter & Son, gold and 
silver refiners and one of the charter 
members of the New England Manufac- 
turing Jewelers’ and Silversmiths’ Asso- 
ciation, of which he was treasurer for 
nearly 20 years, has the sympathy of the 
entire industry in the death on Oct. 12 
of his wife at their home in Edgewood. 
The following week Mr. Carpenter at- 
tained his 94th year. 

The Attleboro city council has voted an 
appropriation of $4,000 for the con- 
tinuance of the Attleboro Jewelry Trade 
School. There has been some criticism 
of the school because of what was said 
to be a small attendance. It is pointed 
out, however, that during the first year 
the school had an attendance of 35 pupils, 
whereas the attendance during the pres- 
ent year has been 45. With improving 
business conditions it is expected that this 
number will be materially increased, at 
an early date. As originally planned the 
school provided a three-year course, and 
the action of the city council at this time 
gives encouraging indication that the 
original plan is to be followed. 


After smashing their way into five of- 
fices, forcing open two safes and attempt- 
ing unsuccessfully to open a third, yeggs 
left the building at 230 Eddy Street, Oct. 
4, without a penny in loot, according to 
the reports made to police by occupants 
of the building. The building is oc- 
cupied entirely by manufacturing jewelry 
establishments and concerns coordinated 
with the jewelry industry. The places 
broken into were Heaton & Lockwood 
Hub Cutting Co., Kilgus & McGough 
Tool Co., Garst Tool Co. and the Strath- 
more Co., the latter being a jewelry 
manufacturing and agency concern, all 
the others being engaged in jewelry ac- 
cessory business. The yeggs picked the 
one day in the month the building is with- 
out the services of a night watchman. 
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CINCINNATI 


Ben S. Dickman, who had been identi- 
fied with the former Clemens Oskamp 
Jewelry Co., has opened his own watch 
repair stand in the Blymyer Building, 
which is next door to the site that was 
occupied formerly by the jewelry store. 


A 12-year-old Negro youth is in custody 
of the local Juvenile Court accused of try- 
ing to steal two wrist watches from 
Schemel’s jewelry store at 1953 Central 
Avenue. The youth seized the watches, 
valued at $25, but was apprehended in 
the store and turned over to the police. 


Louis F. E. Hummel, diamond dealer 
and jeweler, now is firmly established in 
his new location at Fourth and Vine 
Streets, following removal from the Gib- 
son Hotel block on Walnut Street. The 
new store has a front of structural glass 
with aluminum trim and the interior is 
also thoroughly modern. Mr. Hummel 
has been in business here for more than 
50 years. 


The annual Watch Inspection week was 
observed by the guild, Ohio Watchmakers 
Association, during the week ending Oct. 
17. The guild went in for group adver- 
tising in one of the local newspapers and 
displayed banners in many jewelry stores. 
The movement started here last year and 
was vigorously carried on by members of 
the United Horological Association of 
America, Inc. 


Peter Henry & Son have acquired the 
Queen City Watch Case Repair Co. and 
moved that firm in its entirety from Third 
and Main Streets to the Henry establish- 
ment in the Glenn building. Arthur P. 
Henry, head of the latter concern, bought 
all assets, accounts and good will from 
Otto Troescher, who had conducted the 
watch case repair company for 12 years 
after acquiring it from the Gruen in- 
terests. The Henry firm was founded by 
the late Peter Henry more than 50 years 
ago. Arthur P. Henry, a son, assumed 
active charge of the firm several years 
ago. 


A change of personnel in the executive 
offices of Cincinnati Guild, Ohio Watch- 
makers Association, was made in the an- 
nual election held at the Hotel Sinton 
early in October, when the following were 
elected and installed: Leo Hoffer, presi- 
dent; Harry Flotemersch, vice-president; 
Hans Demmer, treasurer; Frank Demmer, 
financial secretary; Joseph Voss, cor- 
responding secretary; George Hook, re- 
cording secretary, and Max Gregor, 
sergeant-at-arms. The watchmakers also 
elected an executive board consisting of 
Frank Foegler, president of the United 
Horological Association of America, 
Krank Garett and Richard Aukenthaler. 


An old-fashioned watch has been pre- 
sented to the collection of the Hebrew 
Union College on Clifton Avenue by John 
Thomas Lloyd, son of the late John Uri 
Lloyd, scientist and author. Originally it 
belonged to Felix Moses, a peddler and 
hero of a biography written by Dr. Lloyd 
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as “The Beloved Jew of Stringtown, Ky.” 
It told the time of day to Moses as he 
traveled from door to door selling his 
wares in northern Kentucky and it ac- 
companied him through the Confederate 
Army during the Civil War and then to 
Cincinnati when Moses came to call upon 
the late Dr. Isaac Meyer Wise. Found 
in Moses’ pocket at the time of his death, 
the watch was given to the late T. J. 
Childress of Erlanger, Ky., a comrade 
during the war. Childress gave the 
watch to Dr. Lloyd. 


The production activities of A. Sauer 
& Co., manufacturing jewelers and makers 
of the tubular strap for watches, will be 
increased one third by adding several 
offices on the seventh floor of the Glenn 
building, Fifth and Race Streets. The 
firm leased additional quarters on the 
Race Street side adjoining its present 
establishment and other space connecting 
with the former on the Fifth Street front- 
age. Albert Sauer, head of the company, 
said the jewelry section of the concern 
would be moved to the recently acquired 
space, which will give needed expansion 
to the strap department of the firm. In 
taking over the space, it will be neces- 
sary for Edward Flaspohler, diamond set- 
ter; Walter Ireland, engraver, and R. C. 
Wade, watch repairer, to move to the 
sixth floor of the Glenn building, while 
the Lind Jewelry Co., Inc. will move to 
the Reakirt building at Sixth and Bowen 
Streets. The lease becomes effective 
Nov. 1 and will give the Sauer concern 
all but two offices on the seventh floor 
of the structure. Joseph Posner, western 
representative of A. Sauer & Co., left 
Cincinnati on a six weeks trip over the 
Pacific Coast, going there by way of New 
Orleans. 





Frank Rosfelder 


CINCINNATI — Funeral services for 
Frank Rosfelder, 60, partner of the firm 
of Strunk, Rosfelder & Schlueter, Lion 
Building, were held at the home in 
Cheviot, a suburb of Cincinnati, Oct. 1. 
Mr. Rosfelder, who was a bachelor, was 
the principal in the factory division of 
the manufacturing jewelry establishment 
which has been conducted by the trio 
for 25 years. He learned the trade un- 
der the late Fred Strunk, father of the 
present partner. A mother and two 
sisters survive. The business will be car- 
ried on by Frank Strunk and August W. 
Schlueter. 





Resumes After Fire 


GreEENSBORO, N. C.—Its place of busi- 
ness at 225 S. Elm St., destroyed by a 
recent fire, the Schiffman Jewelry Co. has 
resumed operations at 325 S. Elm St. De- 
spite the handicap of removal, September 
sales ran only a Kittle under the same 
month last year and sales during early 
October were about on ‘a par with the 
same period of 1935, according to A. L. 
Goodwin, manager. 
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WHERE TO BUY 











10% Iridium Platinum Mountings by 
SCHIRA BROS. 
PLATINUMSMITHS 
15 W. Sixth St., Cincinnati, Ohio 
PLATINUM WORK A SPECIALTY 








PETER HENRY & SON 
WATCH CASE REPAIRING 
GOLD AND SILVER REFINING 


Prompt Service, Maximum Returns 
610 Glenn Bidg., 5th & Race Sts., Cincinnati, Ohie. 
Cive us a trial. 











Surplus Outlet Co. 


Cash buyers of complete 
Jewelry Stores or your surplus 
stock. References, Jewelers’ 
Board of Trade and American 
National Bank, Chicago. All 
communications confidential. 


PAUL ROSENBERG, Mgr. 
5 So. Wabash Ave., Chicago, IIl. 








FOR CLEAN 


STERLING SCRAP 


INDIANA GOLD-SILVER CO. 
334 W. Chestnut St. 
LOUISVILLE, KY. 








GEM-STONES 
By G. F. Herbert Smith 


An Interesting 
Authoritative Book 
Comprising 40 chapters and many 
diagrams, plates and tables by an 
outstanding authority. Over 300 
pages. Price $3.00. 
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GRAU & HUBER 


Manufacturing Jewelers 
Our Specialty 


Diamono Setrine ann Sreciat Orver Work 
Warcn ano Jewerry Repairine 
Encravine ano Carvine of Aut Kinos 
Atso Stamping of Leatuer Goons 


416 CLARK BUILDING 
1918 PITTSBURGH, PA. 1936 











DISTINCTIVE 
HOLIDAY MERCHANDISE 


e 
TOILET SETS 
GIFT ITEMS 
MEN'S ZIPPER SETS 
WATCHES 
and 
DIAMONDS 


M. BONN CO. 


713 PENN AVE. PITTSBURGH, PA. 








EXPERT REPAIRS 
Jewelry of Every Description 
DIAMOND SETTING AND ENGRAVING 
DOERNBERGER & MUCK 


406 Pittsbergh Life Bidg. Pittsburgh, Pe. 








JEWELERS' SUPPLIES 
DISTRIBUTORS OF 
Genuine Factory Materials. 
Watch Glasses, Tools, Findings, Etc. 
Optical Findings. 
MARTIN GLUCK & SONS 
New Address: 
313-14 Clark Bidg. Pittsburgh, Pa. 











FOR THE 1936 SEASON 


WE OFFER 
THROUGH THE FACILITIES OF A 
eaten EQUIPPED STORE ALL THAT'S 
IN eee 


ELGIN 


WATCHES 


iF IT'S MADE, WE HAVE IT IN 
STOCK—TRY US. 


ALSO LARGE ASSORTMENT WRIST 
WATCH ATTACHMENTS. 


KESTENMAN—SIMMONS 
HADLEY - GEMEX- STERN 


SAMUEL 


WEINHAUS 


COMPANY 
720-722 PENN AVE., PITTSBURGH, PA. 




















PITTSBURGH: 


Louis Eckstein of the Keystone Jewelry 
Mfg. Co., Clark building, was married 
Oct. 18. 

J. D. McAnlis & Sons, Beaver Falls, 
Pa., retail jewelers, recently redecorated 
the interior of their store. 

Harry H. Stivers of Reed & Barton, 
Taunton, Mass., called on the local 
jewelry trade early in October. 

Louis Grau of Grau & Huber, Clark 
building, says that business will probably 
show a 10 to 20 per cent increase for the 
year. 

Francis A. Keating is a vice-president 
of the Children’s Hospital of Pittsburgh 
which is now engaged in raising a fund 
of $60,000. 

William Gumbert, formerly with 
Heeren Bros., is now associated with 
Landaw Bros., watch material house, in 
the Clark building. 

Herman Cerf, president of the M. Bonn 
Company, has returned from Michigan 
where he visited with jewelers and re- 
ports satisfactory business. 

C. F. Hillegas, who for a number of 
years occupied space with Wolfson & 
Grau, has moved to 415-A Clark build- 
ing, where he has set up an engraving 
shop. 

Forty persons attended a dinner-dance 
of employees of Jos. De Roy & Sons, 311 
Smithfield Street, Sept. 29, in the Con- 
cordia Club. Al J. De Roy, senior part- 
ner, presided. 

A window in the Harris jewelry store, 
Moundsville, W. Va., was smashed re- 
cently with a padded brick and a tray of 
jewelry was stolen. Earl S. Harris, pro- 
prietor, said the loss was $125. 


Edwin R. Freas has been named secre- 
tary and sales manager of the Vernon- 
Benshoff Co., precious metal refiners, 
Clark building. Mr. Freas succeeds the 
late William C. Benshoff. 


D. H. De Nardo, Braddock, Pa., 
jeweler and Mrs. De Nardo have re- 
turned from a ten weeks’ sojourn in Italy, 
accompanied by Louis Grillo, Greensburg 
jeweler, a _ brother-in-law, and Mrs. 
Grillo. 


The Samuel Weinhaus Co. has started 
a Sunday schedule from now until Christ- 
mas, the store remaining open on Sundays 
from 9.30 to 5 p.m. Harry H. Silverman, 
vice-president of the company, has re- 
turned from Chicago. 


Stein & Beuchel, credit jewelers for the 
past 15 years in the Lyceum building, 
have dissolved partnership. The business 
hereafter will be conducted by Otto 
Beuchel, who has taken larger quarters in 
the Jackson building. 


Maurice W. Rihn and Henry Terhey- 
den of the Terheyden Co., Inc., 30 Smith- 
field Street, have returned from Atlantic 
City. The firm is sponsoring a diamond 
drama every Sunday afternoon from 4.45 
to 5 p. m., over Station WCAE. 


(Please turn to page 121) 
120 





GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 


SPECIALIZING 


DIAMONDS. 


818 LIBERTY AVE., PITTSBURGH 








WATCH MATERIALS 
JEWELRY SUPPLIES 
* 


We carry a complete line of 
all genuine American and 
Swiss watch materials. 


VTF—BB—KK and GS 
Watch Crystals 


LANDAW BROS. 


406-7 Clark Building Pittsburgh, Pa. 











EXPERT JEWELRY 
ENGRAVING 


Our staff of four engravers assures you of 
prompt and. efficient service at moderate 
prices. Engraving exclusively. 


Cc. F. HILLEGAS 


415-A Clark Bldg., Pittsburgh, Pa. COurt 6688 



























<s | 
GOLD and SILVER 


Scrap and Wastes 
IPUIRCIHASIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the country. 





GOLD, SILVER, PLATINUM, alloys 
and KARAT GOLDS, etc., furnished. 

















VERNON-BENSHOFF CO.” 


Clark Building _— Pittsburgh, Pa. 
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Pittsburgh 
(From page 120) 


The King Jewelry Co., Wheeling, Ww. 
Va., recently held a formal opening of 
their newly remodeled jewelry store. A 
complete new interior, involving latest 
type fixtures and lighting system, as well 
as a new front, comprises the alterations. 

Harry Tannenbaum of the Rogers 
Jewelry Co., Clarksburg, W. Va., was on 
a buying trip to Pittsburgh recently. The 
firm, which also operates a store in Fair- 
mont, has instituted a “curb stone” radio 
broadcast, in which people are inter- 
viewed on the street. 

Sam Meyer, head of S. A. Meyer & 
Co., Washington, Pa., has taken over ad- 
ditional floor space, installed new fixtures, 
and after the holiday season, plans to 
put in an attractive new store front. Mr. 
Meyer is now operating a chain of five 
credit jewelry stores. 

Announcement has been made of the 
marriage of Bernard Eger of Greens- 
burg, a retail jeweler of that place, and 
a son of D. H. Eger, New Kensington, 
Pa., jeweler, and Miss Estelle Reese, 
daughter of Mr. and Mrs. David Reese, 
of New Kensington. 


J. Harvey Wattles, president of W. W. 
Wattles & Sons Co., Inc., and Mrs. Wat- 
tles have returned to Washington, D. C., 
from their summer home at Ventnor, 
N. J. Mr. Wattles will come to Pitts- 
burgh early in December to assist with 
the holiday business. 


Albert Freyer, son of Emil Freyer, 
president of the Samuel Weinhaus Co., 
Inc., 720 Penn Avenue, captured a sneak 
thief who was observed stuffing his 
pockets with merchandise, after an ex- 
citing chase of two blocks through noon 
hour crowds. The man was indicted by 
the grand jury for larceny Oct. 15. 


Francis A. Keating, president of the 
Grogan Co., Inc., Sixth Avenue at Wood 
Street, reports business during the first 
10 months of the year as satisfactory, and 
he is optimistic regarding the outlook for 
the holiday trade, which he believes will 
be the best in years. Demand for higher 
priced merchandise is increasing, Mr. 
Keating says. 

J. C. Keppie, ring salesman for Hall 
Bros. Co., Inc., Clark building, outwitted 
two daring automobile bandits Oct. 1 on 
the outskirts of Akron, Ohio, when they 
tried to block and force Mr. Keppie’s car 
off the road. Realizing what was about 
to happen, he suddenly jammed _his 
brakes, made a complete turn and drove 
back to Akron police headquarters, not- 
withstanding the fact that the robbers 
emptied their guns at him as he fled. A 
police escort then accompanied Mr. 
Keppie to the next town. At the time, 
he was carrying three bags of jewelry, 
chiefly diamond rings. About a month 
Previously, John Kraus, head of the 
House of Kraus, Pittsburgh, was forced 
off the road in a similar manner in the 
vicinity of Freeport, Ill., and relieved of 
two sample cases of rings and other 
valuables. Accurate descriptions of the 
latest pair have been flashed to police 
headquarters everywhere. 
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Lawrence C. Cook, auctioneer, seeking 
to have City Council change the present 
ordinance so as to permit permanent auc- 
tions in the city, is being opposed by local 
jewelers and other merchants. Under the 
present law, before it is permissible to 
hold an auction, a firm must have been 
situated in the place of business for one 
year and then only a 15-day auction will 
be permitted. At a preliminary hearing 
before City Council on the proposed 
ordinance, which would require a person 
to obtain a license from the director of 
public safety, and that said licensee can 
not misrepresent his goods or use by- 
bidders or “cappers,” the following 
jewelry houses sent representatives to op- 
pose the measure: The Grogan Co., Inc., 
Hardy & Hayes Co., Inc.. W. W. Wat- 
tles & Sons Co., Inc., John M. Roberts 
& Son Co., Inc., C. Glenn Sipe, Terheyden 
Co., Inc., Joseph De Roy & Sons, Wilken’s 
and Kappel’s. Final action on the pro- 
posed ordinance is scheduled for an early 
date. 





Early Cape Cod Clockmaker’s Home 
Acquired by Museum 


BARNSTABLE, Mass.—A small building, 
once the workshop of a famous Cape Cod 
clockmaker, has just been bought by the 
Wells Historical Museum and will be 
moved to Southbridge, Mass. 

The building, about 20 ft. square, stands 
on property of Rep. William A. Jones. A 
century ago it was the workshop of John 
Munroe, clockmaker, whose products are 
sought by antiquarians now. Mr. Munroe 
was also president of Barnstable Savings 
Bank, and had a little vault beneath the 
floor of his shop. His work was between 
1800 and the Civil War. 


Frank J. Pfalzer 


LouisviLLe, Ky.—Frank J. Pfalzer, 80, 
retired manufacturing jeweler, died at 
his residence, 2104 Lowell Ave., Oct. 13. 
Surviving are his widow, a son, four 
daughters, and three sisters. Funeral 
services were held Oct. 15 at the residence 
and at St. Francis of Assisi Catholic 
Church with burial in Calvary Cemetery. 








STATEMENT OF THE OWNERSHIP, 
MANAGEMENT, CIRCULATION, ETC., 
REQUIRED BY THE ACTS OF CONGRESS 
OF AUGUST 24, 1912, AND MARCH 3, 

1933. 


OF THE JEWELERS’ CIRCULAR-KEY- 
STONE, published monthly at Philadelphia, Pa., 
for October 1, 1936. 


State of en } 
County of Philadelphia f ** 


Before me, a Notary Public in and for the 
State and county aforesaid, personally appeared 
P. M. Fahrendorf, who, having been duly sworn 
according to law, deposes and says that he is 
the Business Manager of the ,JEWELERS’- 
CIRCULAR-KEYSTONE and that the following 
is, to the best of his knowledge and belief, a 
true statement of the ownership, management 
(and if a daily paper, the circulation), etc., 
of the aforesaid publication for the date shown 
in the above caption, required by the Act of 
August 24, 1912, as amended by the Act of 
March 3, 1933, embodied in section 537, Postal 
Laws and Regulations, printed on the reverse 
of this form, to wit: 

1. That the names and addresses of the 
publisher, editor, managing editor. and buzi- 
ness managers are: Publisher, Chilton Co., 
Chestnut & 56th Sts., Philadelphia, Pa.; Editor, 
A. M. Clark, Haworth, N. J.; Managing Editor, 
none; Business Manager, P. M. Fahrendorf, 
19 Tunstall Rd., Scarsdale, N. Y. 

2. That the owner is: (If owned by a corpora- 
tion, its name and address must be stated and 
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also immediately thereunder the names and 
addresses of stockholders owning or holding one 
per cent or more of total amount of stock. If 
not owned by a corporation, the names and ad- 
dresses of the individual owners must be given. 
If owned by a firm, company, or other unin- 
corporated concern, its name and address, as 
well as those of each individual member, must 
be given.) Chilton Company, Chestnut & 56th 
Sts., Philadelphia, Pa. Holders of more than 
one per cent of the capital stock outstanding of 
Chilton Company: C. A. Musselman, 260 Syca- 
more Avenue, Merion Station, Pa.; F. J. Frank, 
Laontaka Way, Madison, N. J.; F. C. Stevens, 
325 West End Avenue, New York, N. Y.; 
J. S. Hildreth, 429 Owen Road, Ardmore, Pa.; 
G. H. Griffiths, 165 Montclair Avenue, Mont- 
clair, N. J.; E. B. Terhune, 160 E. 48th St., 
New York, N. Y.; John Blair Moffett, 1608 
Walnut Street, Philadelphia, Pa.; m. A. 
Barber, 185 Summit Lane, Lee i Pa.; 
C. S. Baur, 76-66 Austin Street, Forest Hills, 
N. Y.; J. H. Van Deventer, 12 Phillipse Place, 
Yonkers, N. Y.; Dorothy S. Johnson, 3109 
Woodley Road, Washington, D. C.; Lillie Lind- 
say, 142 East 71st Street, New York, N. Y.; 
Anne E. Tomlinson, Bankers Trust Company, 
Fifth Avenue & 44th Street, New York, N. Y.; 
Ethel G. Breen, Trustee u/w of Charles W 
Anderson, 71 West 35th Street, New York, 
N. Y.—Beneficiaries: Robert C. Anderson, Per- 
cival E. Anderson, Charles W. Anderson, Jr., 
Annie L. Clark; John Blair Moffett, 1608 
Walnut Street, Philadelphia, Pa.—Agent for J. 
Howard Pew, J. N. Pew, Jr., Mabel P. Myrin, 
Mary Ethel Pew; Elizabeth J. Artman & 
Elwood B. Chapman, Executors of Estate of 
James Artman, Deceased, 930 Real Estate Trust 
Building, Philadelphia, Pa. — Beneficiaries: 
Franklin Artman, Vera Watters, Alvin Artman, 
Elizabeth J. Artman, Marion A. Pratt, George 
W. Pratt, by assignment, Edwin Moll, by as- 
signment; . ‘Eugene Sly, Deceased, c/o 
Bankers Trust Company, 16 Wall Street, New 
York, N. Y.—Beneficiaries: Mrs. Beulah Belle 
Sly, Frederick S. Sly. 

3. That the known bondholders, mortgagees, 
and other security holders owning or holding 1 
per cent or more of total amount of bonds, mort- 
gages, or other securities are: (If there are 
none, so state.) None. ‘ 

4. That the two paragraphs next above, giv- 
ing the names of the owners, stockholders, and 
security holders, if any, contain not only the 
list of stockholders and security holders as they 
appear upon the books of the company but also, 
in cases where the stockholder or security holder 
appears upon the books of the company as 
trustee or in any other fiduciary relation, the 
name of the person or corporation for whom 
such trustee is acting, is given; also that the 
said two paragraphs contain statements embrac- 
ing affiant’s full knowledge and belief as to the 
circumstances and conditions under which stock- 
holders and security holders who do not appear 
upon the books of the company as trustees, 
hold stock and securities in a capacity other 
than that of a bona fide owner; and this affiant 
has no reason to believe that any other person, 
association, or corporation has any interest 
direct or indirect in the said stoek, bonds, or 
other securities than as so stated by him. 

5. That the average number of copies of each 
issue of this publication sold or distributed, 
through the mails or otherwise, to paid sub- 
scribers during the twelve months preceding the 
date shown above is (This information is re- 
quired from daily publications, only.) 

P. M. FAHRENDORF, 

(Signature of editor, publisher, business 
manager, or owner.) 

Sworn to and subscribed before me this 25th 
day of September, 1936. 
[SEAL] JOSEPH W. FRITZ 

(My commission expires Feb. 19, 1939.) 


PITTSBURGH 


Seeks Your Patronage 











REPAIRING 
JEWELRY & SILVERWARE 


PLATING 
GOLD—SILVER—RHODIUM 


ENGRAVING 


SPECIAL ORDER WORK 
HEEREN & COMPANY 


Successors to Heeren Bros., Company 
140 8TH ST., PITTSBURGH, PA. 
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WHERE TO BUY 








Wuen You THINK OF 


FINDINGS 


THINK OF 


FULLER 


ORDER FROM YOUR JOBBER 








B 
28 E. Madisen St. 


Sucomparable 


euR wens frets NO MORE THAN 


DINARY WORK 


ECKER-HECKMAN CO. 
CHICAGO, ILL. 





Sterling Applied on Bronze 
Brooches and Clips 
Assorted Designs 

Exelusive and Very Popular 
Send 50¢ for a sample 
ART METAL STUDIOS, 
INC. 





Jewelry & Novelty Craftsmen 
per Dozen 17 N. State St., Chicago 








USE 


NEWALL 
"Quality" Findings 


Your Wholesaler has them. 











CENTRAL WATCH CO. 

NATCH REPAIRING FOR THE TRADE 

Best Workmanship at Lowest Prices 
Prompt Service 

§ South Wabash Ave. CHICAGO, ILL. 
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st. | SILVERWARE | 22% 








Replated Remounted 





Repaired - Replated Rellned 











SWARTZ & CO. 


10 S. Wabash Ave. Chicago, Ill. 











A. EK. Phone: Central 5400 


KRAUSE 
| & CO. 


RELIABLE WATCH REPAIRING 
37 South Wabash Ave. CHICAGO 











VALANCES 


An inexpensive way 
to improve 


DISPLAY WINDOWS 


Send Glass Sizes for 
Samples and Designs. 


Camden Artcraft Co. 
160 N. Wells St. 
CHICAGO 





Louis Rousselet, wholesale jeweler of 
Detroit, spent several days in Chicago 
recently on business. 


R. J. Moffett, buyer for J. L. Hudson 
Co., Inc., Detroit, spent a few days in 
Chicago during October making purchases 
of special merchandise. 


Herman Hirsch, vice-president of A. 
Hirsch & Co., watch distributors, spent 
a few days in New York and other 
cities of the East on business during 
October. 


Sam Grossman, representing Sam- 
martino Bros. and Rothe Kupperman, who 
has made headquarters in the Pittsfield 
building for the past several years, is now 
located in suite 1315, Heyworth building. 


William T. Feetham, former president 
of the Michigan Retail Jewelers Asso- 
ciation and retail jeweler of Sault Sainte 
Marie, spent several days in Chicago last 
month on business and visiting friends. 


Mrs. Edna Hahn Graham, for many 
years with THE JEWELERS’ CiRCULAR and 
more recently in the jewelry department 
of the Davis store, is now associated with 
Lebolt & Co., Inc., at their State Street 
store. 


Sydney Braude, 37, well known in the 
trade here and treasurer of Emil Braude 
& Sons, Inc., died Oct. 3, following an 
operation. He had been associated with 
the business since he completed school 
in 1915, and was highly regarded in the 
trade. 


John G. Leiner, of Benjamin Allen & 
Co., Inc., and Mrs. Leiner spent two weeks 
recently on an automobile vacation trip 
through southern states. B. C. Allen, of 
the same firm, returned to Chicago last 
month after several weeks in Europe dur- 
ing which he visited the diamond markets. 


B. S. Felvey, for nearly 25 years with 
the International Silver Co. and for the 
past 10 years located in Chicago as 
western division manager, resigned re- 
cently and has established himself at 228 
N. LaSalle Street as B. S. Felvey Co., 
merchandise consultants. Associated with 
him is R. V. Weart. 


Mrs. Clara B. Welles, proprietor of 
Kalo Shop, which has been located at 152 
E. Ontario Street for the past few years, 
has again opened a place at 84 E. Jack- 
son Street, in the section where she first 
established her business. The workshops 
where the hand-wrought jewelry and 
silverware are made will be maintained 
at the Ontario address. 


The friends of Charles H. Spencer were 
grieved to learn of the death of his wife, 
aged 73, on Oct. 14. After serving for 
more than 50 years with the Ball Co. Mr. 
Spencer has been retired from active 
duties there and he and Mrs. Spencer 
were preparing for their annual trip to 
Florida for the winter when she was 
stricken. 
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William Dix, merchandise manager for 
the H. G. Selfridge store in London, 
spent several days in Chicago recently 
visiting his old friend, R. Shell Hulbert, 
of Oneida, Ltd., who was in charge of 
the latter’s London office in the early 20's, 
It was the first visit of Mr. Dix to this 
country and he was so impressed that he 
expects to return next year. 

Matt Peterson, of Blomstrom & Peter. 
son, Inc., Escanaba, Mich.; Mrs. Anna 
M. Soderlund, Norway, Mich.; Henry (, 
Smith, Miles City, Mont.; F. H. Sibert, 
Waterloo, Iowa; W. C. Warmington, 
Winona, Minn., and Mr. Taylor, of 
Taylor-Raymond Jewelry Co., Durango, 
Colo., were among retailers who called 
on wholesale houses here last month. 


The formal opening of the new store 
of the Cole & Young Co., 9144 Com- 
mercial Ave., South Chicago, credit 
jeweler, was held on October 27 and was 
attended by a large number of friends 
and acquaintances. William Gibson, pres- 
ident of the Cole & Young Co., is head of 
the National Association of Credit Jewel- 
ers. The new store is very attractive. 


The Golden Roosters of Chicago held 
a business meeting at the Jewelers Club 
on the night of Oct. 20 and in addition 
to routine business, elected seven candi- 
dates for “incubation” at the Fall Frolic 
at the LaSalle Hotel the night of Friday, 
Nov. 13. Extensive preparations for this 
affair are being made by Chanticleer 
Hulbert and his committee and it prom- 
ises to be one of the most enjoyable in 
the history of this play organization of 
the jewelry trade in Chicago. 

Regular monthly luncheons of the Chi- 
cago Jewelers Association were resumed 
on Thursday, Oct. 15, when the largest 
attendance in years was present at the 
Palmer House. President E. E. Marshall 
presided and the business consisted of 
reports, including that of Myron J. Kelly, 
treasurer, showing a large balance in the 
treasury. Resignation of B. S. Felvey as 
a director was accepted. The meeting 
was then turned over to Howard Schaef- 
fer, chairman of the social relations com- 
mittee, who introduced a pianist and song 
leader, and those present spent a half 
hour in songfest. 


Jacob M. Joseph 

CHIcAGo.—Jacob M. Joseph died at his 
home, 48 Sunset Road, Highland Park, 
Oct. 20, at the age of 81. Mr. Joseph 
was born in Uniontown, Ohio, came to 
Chicago 65 years ago, and very soon 
after became associated with H. F. Hahn 
& Co., wholesale jewelers. Later when 
the business of Depres, Bridges & Noel 
was organized he joined them and in 
turn was associated with the Ball Co. 
when the Depres, Bridges & Noel busi- 
ness was absorbed by that firm. 

He retired from active duties about 
five years ago and had been in good 
health until early this year, since which 
time he has been confined to his home. 
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Gem-Testing Instruments Shown 


Harold D. Feurer, Worcester, Mass., 
dealer and collector of rare gems, demon- 
strated his scientific gem-testing appara- 
tus and a large number of fine gems at 
a well-attended meeting of the New York 
Chapter of the American Gem: Society 
the night of Oct. 21 at the 24 Karat Club 
Rooms, 608 Fifth Avenue, New York. 
The instruments included a polarizing 
microscope and a refractometer. Ken- 
neth I. Van Cott, president, introduced 
the speaker, after a business session, when 
it was decided to establish a definite set 
of dues for the membership. Dr. W. F. 
Foshag of the Smithsonian Institution, 
Washington, D. C., probably will be pres- 
ent to address the chapter’s next meeting 
in January. 


Gemological Study Group Organized 
in New York; Other Units 
Launch Programs 


First meetings of the new season were 
held recently by a number of Guilds and 
study groups of the American Gem So- 
ciety. Gemological students in New York 
City organized a study group under the 
supervision of the New York chapter, of 
which Kenneth I. Van Cott is president, 
at a meeting the night of Oct. 29 at the 
store of Marcus & Co. Dr. George T. 
Faust of Rutgers University leads this 
group. 

Metropolitan Chicago Chapter re- 
elected officers Oct. 14 as follows: H. Paul 
Juergens, president; George Arbogast, 
vice-president; Earl Luscomb, treasurer 
and Hans J. Baggs, secretary. 

The study group of the Nebraska- 
Western Iowa guild met Oct. 15, at 
Omaha, led by Gerald Loetterle of the 
University of Nebraska; Northern Ohio 
Guild study group, Oct. 2, under Prof. 
Richard L. Barrett, Case School of Ap- 
plied Science, Cleveland, Ohio, and the 
Washington, D. C., study group Oct. 5 
at the Raleigh Hotel, under the direction 
of Dr. W. F. Foshag, of the Smithsonian 
Institution. 





SIMON BROS. 


Watch Repairers for the better 
trade since 1910. 


References from best concerns in 
the trade. 
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KRUSE & COMPANY 


40 ARCADE BLDG. 
ST. LOUIS, MO. 
When others fail to satisfy you fry us. 
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The Michigan-Northern Ohio study 
group held a dinner meeting, Oct. 5, at 
the Commodore Perry Hotel, Toledo, 
Ohio, when Dr. Chester Slawson, Uni- 
versity of Michigan, led discussion. The 
Minnesota-Western Wisconsin study 
group met under the leadership of Dr. 
J. W. Gruner, University of Minnesota, 
Oct. 7. The Iowa-Western Illinois group 
met Oct. 8 in the Geology building of the 
University of Iowa with Dr. J. J. Runner 
as leader. 

Dr. A. C. Hawkins led discussion at 
meeting of the New Jersey group, Oct. 9, 
at the Hotel Douglas, Newark, N. J. The 
Madison, Wis., study group held its first 
meeting, Oct. 15, at the Lorraine Hotel, 
Madison, with the Milwaukee group as 
guests and Dr. R. C. Emmons, University 
of Wisconsin, the leader. 


Diamonds Imported During August 
Valued at $2,663,685, a 
70-Month High 

WasHincton, D. C.—The invoiced 
value of diamonds imported for use in 
jewelry during the month of August ex- 
ceeded those imported during any month 
since October, 1930. The value of $2,- 
663,685 represents an increase of $427,656 
over the previous month and of $1,100,108 
over August of last year, but is still more 
than a million dollars short of the Octo- 
ber, 1930, figure. 

Belgium’s exports to the United States 
alone account for $1,660,518 of the total. 
The other two major sources and their 
diamond exports to the U. S. were: The 
Netherlands, $678,523 and the United 
Kingdom, $268,254. 

Cut diamonds amounted to $2,081,267 
of the total imports. 

The United States also received dur- 
ing August other precious and _ semi- 
precious stones for jewelry purposes, to 
the value of $363,797. Of this amount 
$165,578 was in imitation, precious or 
semi-precious stones. Other precious and 
semi-precious stones, cut but not set, had 
a value of $125,043. Pearls and parts 
were valued at $28,289. 

Shipments of jewelry valued at more 
than 20 cents per dozen were received to 
the amount of $17,980. Gold or platinum 
jewelry was valued at a total of $8,- 
308. 

The U. S. exports for the month were: 
Jewelry of precious metals or gems, 
$5,804; jewelry of other metals, $165,797; 
jewelry of synthetic resin and other ma- 
terials, $28,216; silver-plated tableware, 
$11,800; other tableware including gold 
and pewter, $3,208, and silver manufac- 
turers, $12,180. 


17 New Telechron Models 

Warren Telechron Co., Ashland, Mass., 
is bringing out 17 new clock models this 
year for use in drawing rooms, kitchens, 
offices and bedrooms, as well as kitchen 
reminder clocks and models which auto- 
matically switch the radio on and off for 
favorite programs. 
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EXPRESSES A PERSON'S 
TASTE AND iANDIVIDUALITY 
BECAUSE IT IS MADE TO ORDER. 


ALL MODERN DESIGNS 
TO SUIT THE TIMES & THE TIMEPIECE 


KIRK-RICA DIAL CORE 


HEYWORTH BLDG. METROPOLITAN 
asta _ LOS ANGELES 








BLDG. SEABOARD BLDG, 
S, TEX. SEATTLE, WASH. 

















ly OF FIRE 


Insurance Costs is being saved 

by jewelers in their Own Com- 

pany. 

4 saved on cyclone-tornado and 

hail insurance. 

NATIONAL JEWELERS MUTUAL 
FIRE INSURANCE COMPANY 


NEENAH, WISCONSIN 











WE HAVE IT! 


The most complete assortment of 
QUALITY MAINSPRINGS 
For American and Swiss Watches 


BEGIN NOW WITH 


Accumulating a complete stock for your fu- 
ture needs. Choose wisely. 


SANDSTEEL Crosscurved Mainsprings 
Made in U.S.A. by 
WATCH-MOTOR MAINSPRING CO., INC. 
145 Hudson St. New York City 
Order from your Jobber. Ask for catalog. 






















cme WATCH CO. 
5 S.WABASH AVE. CHICAGO ILL 
USED WATCH .W 
m 
MATERIALS Zz 
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bss | 
USED MOVEMENTS 1 S 
Running Condition = 
Good Dials 
O-size Elgin, Waltham 2 sb 
73, $2.25—15), $3.25 
12 or 16 size Hunting Se 
iy Sia? “oity ‘fage| THE PRICE OF = 34 
74, $2.25 — 153, $3.25] NEW MATERIALS j= 
Wheels, pinions, Ss 
pallet forks, etc., 








for all watches. 
Send sample of 
what you want! All 
63, $2.00 — 15J. $3.00 | Ouaranteed! Remit 


10% L , 75¢— | only if satisfactory. 
$1.25 





































Where to Buy 
IMPORTED 
China and Glass 








THEODORE HAVILAND 


FIN Sano CHINA 
OFHS, LTD. 

JOHN MADDGCK & SONS 
English Earthenware 
“GENUING QUIMPERWARE” 
All in New York Stock 
ie ae HAVILAND & CO., ine. 








26 W. 23rd St. New York 








ROYAL BEYREUTH CHINA 
MYOTT SON & CO. 
L. BERNARDAUD & CO. 


Orders filled immediately from 
ew York stock 


JUSTIN THARAUD, INC. 
129-131 Fifth Ave., New York, N. Y. 








Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 
Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 














ROYAL DOULTON 


English Bone China and Earthenware 


THOS. WEBB & SONS 
Hand made English Crystal 
IRISH BELLEEK 


The original production 





WM. S. PITCAIRN CORPORATION 
104 Fifth Ave. New York, N. Y 
FINE CHINA 


Finer horede, 


Famous the World Over 
Available from New York Stocks 
ROSENTHAL CHINA CORP., 149 5th Ave., New York 








CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


in stock for immediate delivery. Great 
variety of patterns and designs. 
tre your urgent orders. 


PAUL A. STRAUB & CO., Inc. 


Importers, 105-107 Fifth Ave., New York 





ROYAL CAULDON and COALPORT 
China and Earthenware 
ROYAL CROWN DERBY CHINA 
Service plates and short lines 
WOOD & SONS EARTHENWARE 
GIBSON & SONS TEAPOTS 


EDWARD BOOTE wiv York w.y. 


NEW YORK, N. Y. 





SHORT LINES—SERVICE PLATES 
Dinnerware from the 
Heinrich & Co. and 
Winterling Factories 
FROM NEW YORK STOCK 


Helarich _and Winterling, Inc. 
49 W. 23rd 8 New York, N. Y¥ 








In the Field of Advertising 
and Trade Promotion 





H. A. Salzman, Inc., public relations, 
sales promotion and merchandising or- 
ganization, has been retained by Art 
Metal Works, Inc., of Newark, N. J., 
manufacturers of Ronson lighters and 


-metal products. 


a 
Distinguished and original packaging, 
adopted by the Gruen Watch Co. for its 
product, under an announced “100 per 
cent protection” policy for dealer, dealer’s 
profit and consumer, will be featured in 
Gruen’s national advertising. 
: es 
Simons Bros. Co., 269 S. 9th St., Phila- 
delphia, has issued a booklet illustrating 
its line of charms, bracelets, clips, thim- 
bles and other gold and silver acces- 
sories. 


* * * 
National advertising of the Parker 
Watch Co., 580 Fifth Ave., New York, 


schedules Saturday Evening Post, Collier’s 
and Esquire during November and 
December. Mat service, catalogs, folders 
and displays are dealer helps. 

* * * 


“Akoya II, a Royal Tale of Democratic 
Times,” issued by K. Mikimoto, 630 Fifth 
Ave., New York, is a deftly illustrated, 
humorously told story of the origin of 
the cultivated pearl, in Hans Andersen 
fashion, but packed with plenty of adult 
sales appeal. 

* * * 

The importance of accurate timing was 
emphasized during the recent round the 
world aviation race hy three newspaper 
fliers. William Zint of the Longines- 
Wittnauer Co. and William Enyart timed 
the performance on behalf of the Na- 
tional Aeronautic Association. H. R. 
Ekins of the New York World-Telegram, 
winner of the race, wore a Benrus watch 
of the same model that is worn by many 
air pilots in the United States. 

* * cd 


Gold and silver emblem rings of Ostby 
& Barton Co., Providence, R. I., are il- 
lustrated in an attractive booklet recently 
distributed by that firm. 

* * * 

A large number of new items are illus- 
trated in the new gift catalog of the 
Franklin Die Casting Co., Inc., 2535-39 
Greenview Ave., Chicago, Ill. They in- 
clude statuettes, book ends, ash trays, etc.. 
in chrome and other finishes. 

+ * # 

Elgin promotions include a Saturday 
night football review, featuring Ed 
Thorgersen, Fox Movietone sports com- 
mentator, Kay Kyser’s orchestra and 
noted coaches, as guest stars; four-color 
magazine advertising, including a double- 
spread in the Saturday Evening Post for 
Nov. 17, and a four-color folder, news- 
paper ads, postcards and motion picture 
slides for distributors. 

i. 


W. Green Electric Co., 182 Broadway, 
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New York, has issued a helpful bookie 
describing electro-plating methods. | ; is 
illustrated with several diagrams, 

* * * 


“Time Flies” is the name of the ney 
streamlined, stubby-winged airplane, spon. 
sored for Frank Hawks by the Gruen 
Watch Co. After his first trip in the 
ship, Hawks estimated that it should haye 
a cruising speed of better than 340 mile | 
an hour. 





* * #* 


Waltham Watch Co. will resume mags. 
zine advertising this month, after a lapse 
of more than 10 years, with a Christmas 
campaign through H. B. Humphrey Co,, 
Boston, for the new Waltham-Premier 
line, with full pages scheduled in Esquire, 
News-Week, Saturday Evening Pog, 
Time and Vogue. Copy will use the 
slogan, “America’s Finest Watchmaker.” 





Board of Directors of Tennessee 
Watchmakers and Jewelers’ As- 
sociation Meets at Nashville 


NASHVILLE, TENN.—The annual Octo- 
ber meeting of the board of directors of 
the Tennessee Watchmakers & Jewelers 
Association was held at the Noel Hotel, 
Sunday Oct. 4, in the main assembly 
room. During the recess period between 
the morning and afternoon sessions a 
luncheon was served. The entire board 
was present and a number of guest 
watchmakers and jewelers from over the 
state. 

The morning session was devoted to 
routine business and the entire evening 
session given over to plans for the 1937 
convention. Chattanooga had already 
been selected as the convention city for 
1937, at the Knoxville meeting May 3, 
4, & 5, but it remained for the board at 
this meeting to select the dates. April 25, 
26 and 27 were set. R. L. Parcell, 
jeweler of Chattanooga, was appointed 
general convention chairman for 1937. 

The Horological Institute of America 
will hold a joint regional meeting with 
the Tennessee association when it meets 
next April in Chattanooga. 


Where to Buy 
DOMESTIC 


China and Glass 








HAWKES CRYSTAL 
GLASSWARE 


for discriminating 
people—WRITE 
T. G. HAWKES & CO. 


CORNING, N. Y. 
N. Y. Office: 542 5th Ave. 














LENOX CHINA 
SERVICE PLATES 
DINNERWARE 
NOVELTIES 
Made in America 
Trenton, N. J. 


LENOY 
LENOX, INC. 











THE JEWELERS’ CIRCULAR-KEYSTONE 
for November, 1936 














Ooklet 
It is 


e ew 
» SPon- 
Gruen 
D the 
| have 
miles 


Naga- 

lapse 
stmag 
r Co,, 
miler 
quire, 
Post, 
> the 
iker,” 


RE ad 














Interesting News Photos of the Month 


Electric clocks went “cuckoo” and 

had to be adjusted when Los Angeles 

changed its system from a frequency 

of 50 cycles to 60 preparing for Boulder 

Dam power. Photo shows experts 
tuning up clocks. 


Below—The silver service of the old 
cruiser Brooklyn, Admiral Schley’s 
flagship in the Spanish-American War, 
is to be transferred to the new cruiser 
Brooklyn, which is to be launched 
Nov. 30, at the Brooklyn Navy Yard. 





These old watch movements were made up into 
clocks, attractively cased in solid hand-turned brass, 
by K. Telander, watchmaker, Bradenton, Fla. 
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Acme photo 





Another representative piece in this 
“ elaborate sterling service, now on display 
at the Brooklyn Museum is this handsome 

punch bowl. 


Gen. Cabanellas (white beard), head of the insurgent government, donates 
his personal ring, at Burgos, Spain, to the rebel cause. 





International News photo 








THE HISTORY 


By 
WALTER J. KLEINLEIN 








Net many of us may realize 
that a short 100 years ago there were very few persons 
in America who owned a watch. Our own watch industry 
was not definitely started until 1850 and previous to that 
year watches were imported principally from England and 
Switzerland. 

Just 350 years earlier a locksmith and clockmaker of 
Nuremberg, Germany, conceived the idea of coiling a strip 
of steel and using it as motive power in a geared mech- 
anism. History records that just four years later this idea 
led to production of the world’s first time indicating in- 
strument capable of operating while being carried about. 

The instruments of that day and for several hundred 
years were generally unreliable compared to timekeepers 
and to time keeping as we know it today, however, the 
importance of a portable timepiece was increasing and 
led to more efficient gearing, new type escapements, 
jeweled bearings, regulating devices and balances and hair 
springs. 

It may be of interest to note the high points of develop- 
ment together with the periods of time involved in making 
progress. Invention of the main spring brought up the 
necessity of some means of consistently releasing its power 
at the other end. The problem was at first met through 
adopting the verge escapement and by substituting adjust- 
able knobs in place of hanging weights which in turn 
made portability possible. 

A better control of the power of the main spring was 
needed, however, so that time could be measured more 
accurately than in large fractions of an hour per day 
which was as far as portable time keeping had advanced 
in over 150 years. 

A fundamental step in this direction was taken in about 
1670 when Hooke invented the balance spring, which 
originally consisted of a straight and thin strip of some 
elastic metal about twice the length of the balance diame- 
ter, fixed at one end while the free end passing between 
two pins placed near the center of the balance caused the 
spring and wheel to oscillate together. While not of 
great practical value as a time keeping improvement the 


invention was directly responsible for bringing out the flat 
spiral hair spring which soon followed. (See Fig. 1.) 

At this stage of progress we find a span of approxi- 
mately 170 years between the invention of the basic 
main spring and invention of the hair spring which was 
destined to become a very important factor in the pro- 
duction and adjusting of fine watches. 

The next fundamental improvement appeared in 1754 
when Mudge invented the detached lever escapement 
which consisted of applying the dead beat type of escape- 
ment used in weight driven clocks to the balance con- 
taining a hair spring. This invention we recognize as the 
forerunner of the club tooth escape wheel and the double 
roller system accepted as most practical for modern 
watches. 

The search for greater accuracy continued and, as 
dimensions were reduced, improved train gearings were 
being worked out. There still were problems to be solved, 
however, which reached beyond general mechanical con- 
struction and this together with an increasing demand 
was drawing the attention of scientists to the new and 
fascinating industry. 

Up to this point in watch history variations of large 
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Fig. 1 
A—Original Balance Spring 
B—Pins Controlling Spring 
C—Balance 





fractions of an hour were under control but it was not 
yet possible to obtain better timing than minutes per day. 

The first and most important problem was that of 
variation due to changes in temperature because it was 
recognized that variations from this source amounted to 
from two to six minutes per day in the seasonal changes 
and frequent regulation was necessary. 

From among the various devices for overcoming tem- 
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WATCH ADJUSTING 


Address delivered before the Horological Institute of 


America at the last Annual Meeting in 


Washington, D. C. 








perature variation there finally emerged the bi-metallic 
compensation balance, by Earnshaw, late in the 18th 


Century. 
After the cause of temperature variation was solved, 


és 
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Fig. 2—Hair Spring Developing to 
= the Left; Point of Attachment on 
Right Side of Collet. 








fe 





leaders in the profession were examining variation of 
fractions of a minute during which the flat spiral hair 
spring came under investigation and the theories of fric- 
tion, gravity and isochronism, as applied to time keeping 
in positions, were opening up for exploration. Such in- 
vestigation led to further improvement of the hair spring 
through introduction of the Breguet overcoil about 1800, 
and in 1861 Phillip’s theory of variations in the form of 
the overcoil for correction of isochronal error. 

While new ideas were being developed rapidly after 
the invention of the compensation balance, progress in 
production was rather slow because of the fact that much 
of theory had yet to be put into practice from an experi- 
mental starting point and because watches were largely 
individually made and few of a type. As late as the 
middle of the last century all watches were imported 
and ownership became a prized possession. 

Several attempts at manufacturing were made early 
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in the century but it was not until 1850 when Edward 
Howard and Aaron Dennison started the small factory 
in Roxbury, Mass., which really embraced the new idea 
of making a quantity of identical parts to be used in the 
production of watches of exactly the same model. From 
this idea the first watch factory in the world using pre- 
cision machinery for making parts was opened when the 
business was moved to Waltham in 1854. It was during 
the 40 years following the above date that practically 
every one of our American watch factories numbering 
over 60 was placed in operation. 

In 1869 the Waltham company constructed the first 














QW 


Fig. 3—Hair Spring Developing to 
the Right. Point of Attachment on 
Left Side of Collet. 





watch built specifically for railroad service. In America 
this was the beginning of joining theory and practice in 
producing watches adjusted to positions for commercial 
purposes. 

When the first railroad watches were placed on the 
market the adjustment to temperature was more accurate 
than was that of positions because temperature alterations 
were better understood. 

Variation in positions was corrected through frictional 

(Please turn to page 129) 
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* DISTINGUISHED 


Modern in every department of its service, 
yet never unmindful of the fine traditions 
that have made it One of the Few Famous 


Hotels in America . . . Rates begin at $3.50 


BELLEVUE 
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The History of Watch Adjusting 


(From page 127) 


alterations, such as applying thinner hole jewels, making 
the ends of pivots flat or round to obtain a horizontal 
rate comparative to that of pendant up, and through 
altering the escapement locking. When a watch failed 
to respond to alterations of this type it was not used as 
an adjusted watch. (I might add here that the source 
of the above information was my first instructor in ad- 
justing, Harry Devitt, who was one of the original 
adjusters in this country. ) 

In rating watches to the early specifications in posi- 
tions is was noted that in some cases the rate would vary 
5 or 10 seconds at certain periods of the day although 
closely on time at the end of the 24 hour run. Investi- 
gation of such variation led to a greater practical analysis 
of the theory of isochronism and to the detrimental effect 
of an out of poise error when aggravated by a vertical 
arc of motion exceeding 450 degrees during the early 
hours of winding and dropping below 360 degrees during 
the latter part of the 24 hour rating. 

Experiments providing information as to the causes 
of such variation proved to be of much practical interest 
and value to adjusters of 40 or 50 years ago and it was 
quite obvious that a series of watches having a three 
position adjustment and a close isochronal rate averaged 
better in time keeping accuracy than did a similar series 
of the same grade which was not adjusted. Position ad- 
justing, therefore, became a regular operation on better 
grades of watches. 

Until after the more elementary rudiments of adjust- 
ing had passed the experimental stage there were few 
attempts made to adjust watches to five positions. Theory 
and practice had not advanced to the point where prac- 
tical knowledge of the value of terminal points of at- 
tachment of the hair spring or of isochronal alterations 
of the overcoil was available to the average adjuster and 
tolerance for five position variation was as much as 20 
or 30 seconds. 

Construction of efficient train gearing, however, had 
for some years been receiving the attention of mechanics 
skilled in the work and much of the accuracy attributed 
to watches of the period was probably due to such 
attention. 

Foreign manufacturers were turning out individually 
adjusted watches of high grade but it was not until the 
open face watch became popular in this country about 30 
years ago that tolerances in temperature, isochronism and 
positions were rapidly reduced through competition for 
the higher class commercial watch business. 

It was during this period that the theory of terminal 
points of attachment of the hair spring received greatest 
practical consideration by our American watch industry 
in the adjustment of variation in different positions. 

Terminal points of attachment are dominated from the 
center and each model has its own particular or exact 
relation for best results. The fact that a watch is of the 
open face type does not determine this relation for the 
reason that one model may have the fixed position of the 
hair spring stud or outer terminal either higher or lower 
than another model. 

When a hair spring develops to the left, (See Fig. 2), 
theory backed by practice calls for a central point of at- 
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tachment on the right side of collet at the intersection of a 
vertical and a horizontal line when the balance is at rest 
in the line of centers and looking from the movement side 
with pendant up. 

When the spring develops to the right, (See Fig. 3), the 
proper central point of attachment is on the left side of 
collet. The point of attachment changes laterally, how- 
ever, the principal remains unchanged because in either 
instance the spring develops upward as it leaves the collet. 
The greatest variation in the four vertical positions is 
through this practice placed in the pendant down position 
which is considered as of least importance and the rate is 
normally from 12 to 14 seconds slower than pendant up. 
The pendant right and pendant left positions normally 
compare quite closely to each other. 

Hair springs of this type facilitate the correction of 
position variation by the adjuster because he has the 
opportunity of making slight alterations in the point of 
attachment at collet. 

Breaking out a small section of the spring at collet 
produces a slower pendant up rate compared to the hori- 
zontal positions and unpinning and letting out a portion 
of the segment in collet pin hole produces a slightly 
faster rate pendant up. In either instance a correction 
in the right and left positions is also available if re- 
quired. Experiments have proven that hair spring altera- 
tions of the above type are practical for obtaining close 
position adjustment in all sizes of pocket watches but 
that they are of little value in dealing with small wrist 
watches. 

Gravity is the basis of the theory of terminal points of 
attachment of the hair spring, and gravity in this 
instance is represented by the poise error of the spiral 
spring which science has not as yet been able to eliminate. 
Lossier’s theory of offsetting this poise error by means 
of the inner terminal hair spring has made its mark in 
the advance of watch adjusting and is credited with 
substantial reduction of the error and with some excel- 
lent position and isochronal rates. 

The trend toward greater accuracy in time keeping 
could not ignore further improvement in the isochronal 
adjustment which was at first considered to be entirely 
separate from the position adjustment. It was assumed 
that a hair spring once isochronized to a close rate be- 
tween the long and short arcs of the balance should not 
again be disturbed. This practice eliminated the possi- 
bility of changing terminal points of attachment in cor- 
recting position rates and meant that corrections for posi- 
tion variation had to be dealt with by means of frictional 
alterations which was almost equivalent to the returning 
to methods used in three position adjusting, before altera- 
tions of the spring were practiced. 

It was found through tests that slight alterations of the 
points of attachment of an isochronized spring were quite 
effective in offsetting some frictional error responsible for 
position variation and at the same time permitting the 
isochronal rate to remain unchanged. Isochronal tests for 
commercial watches usually embrace a period of from four 
to six hours for the long arcs with an equal period for 
the short arcs and an average watch within close position 
tolerance usually responds to an isochronal rating of 
from 0 to 2 seconds variation between the periods. 

Higher prized watches passing through hourly read- 

(Please turn to page 130) 
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ings at the Geneva Observatory have shown isochronal 
variation of a small fraction of a second which would 
produce an almost straight graphic registration during 
the 24 hour period. 

In tracing the development of adjusting and in look- 
ing back over the high points of progress, we cannot 
escape the fact that adjusting watches to keep time within 
a few seconds a day or week was made possible beginning 
on the day that the compensation balance was given to 
the industry. The Brequet overcoil and Phillips isoch- 
ronal theories could not have been of very great value 
so long as temperature variation of minutes remained to 
obstruct progress. Until recent years all progress in ad- 
justing was made through the regulation bi-metallic bal- 
ance and the steel hair spring. It was also commonly 
understood that very many watches compensating per- 
fectly at the extremes of 45 to 95 degrees F. would not 
rate the same in room temperature or at 70. This 
is known as secondary variation which consists of from 
two to four seconds and is always a loss from the middle 
temperature to either extreme. 

It is obvious, therefore, that a watch timed to no 
variation in the rack at room temperature shall show a 
loss when placed in the pocket. Secondary variation to- 
gether with loss of elasticity of the hair spring is largely 
responsible for the fact that watchmakers usually obtain 
better results by regulating railroad and other fine pocket 
watches to run from two to four seconds fast per day 
in the rack. 

Until Dr. Guillaume invented the Invar balance, 
originally known as “‘Nickel Steel” about 20 years ago, 
there were no certain means of correcting secondary 
variation. 

Invar balances are bi-metallic compensating and there- 
fore used entirely with steel springs. “Temperature varia- 
tion between the extremees is possible of correction 
through change of location of balance screws in the 
same way that bi-metallic balances generally operate. 

Elimination of the secondary or middle temperature 
error is made possible through consistently equal expan- 
sion and contraction of the metals causing even time per 
each degree of temperature variation and, above all, this 
feature is the outstanding corrective for the error this 
type of balance is expected to control. 

Many of the highest prize watches have been featured 
with Invar balances and steel hair springs. 

While Invar balances and steel hair springs may claim 
the last word in eliminating variation in changes of 
temperature, Dr. Guillaume continued his investigations 
in an endeavor to eliminate temperature variation en- 
tirely and his efforts resulted in a considerable degree of 
success several years later through invention of the 
Elinvar hair spring and monometallic balance, a combina- 
tion which automatically compensates the larger varia- 
tions caused by changes in temperature, and which to- 
gether with the new conel metal is conceded to be of 
great value in practically eliminating the erratic time 
keeping caused by magnetism. 














Wuat SHALL WE Expect From An 
ApjusTteD WatTcH? 


While we have through the various periods of Progress 
reduced all types of original variation to a matter of 
seconds and while the Horological Institute of America 
and the Bureau of Standards clearly define the variation 
within tolerances which an adjusted watch may have, it 
is fair to assume that the public has little information 
on the subject and that it often accepts general advertis- 
ing covering adjusting as meaning that all variation has 
been eliminated. This works out very well when the 
watch is regulated to the position in which it is carried 
but may work out to the disadvantage of all concerned 
when tested in some other position showing a loss or 
gain of five or six seconds but within the tolerance. 

The watchmaker has here an opportunity to render 
a service of importance to his employer, the customer 
and the manufacturer. An incident which came under 
personal supervision in a store several years ago may 
prove explanatory of the service in mind. A valued 
customer had purchased a high grade railroad watch and 
because of general dissatisfaction the watch was sent to 
the factory. Some time after its return the same com- 
plaint was registered by the customer. It developed that 
he wanted the watch sent back to the factory again with 
a letter stating that it was not adjusted. The basis of 
the complaint was a series of five position tests made by 
checking with Arlington time signals. The tests proved 
that the watch was clearly within factory tolerance, but 
the owner had accepted the phrase “Adjusted to Posi- 
tions” literally and had expected perfect performance 
under all conditions. 

The fact that tolerances are necessary and that the 
best of watches require regulation to the pocket and 
habits of the owner was explained and the customer 
agreed to carry the watch and have it regulated to his 
person. After regulation the rate was checked frequently 
during the first month and at no time was there a greater 
variation than 15 seconds. 

The injustice of returning the watch to the manu- 
facturer had been done away with and the customer 
was satisfied that the firm had sold him a really good 
adjusted watch. 

Watchmakers who are capable of repairing and ad- 
justing pocket watches to rate within the Horological 
Institute of America specifications find it much easier 
to locate the cause of trouble in wrist watches because 
the training acquired demands that the more delicate 
errors of slight out of poise of balance, damaged pivots 
and escapement troubles such as excessive slide, roller 
jewel or safety roller interference be recognized more 
promptly for their negative effect on time keeping rather 
than being overlooked entirely. 


Charles R. Davis, Rochester, N. Y., has invented a 
show window protective device of special interest to 
jewelers. It consists of a metal screen which is released 
from its place under the window and follows in channels 
to the top of the window frame, where it automatically 
locks in place, when the window is broken or set to 
vibrating. 
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Swiss Schools Teach Watch-Making 
to Unemployed Thousands 


By L. H. BONNAIRE 





T was some fifty years ago, when the industry had 
spread throughout the Jura Mountains, and when the 
builders of the first Swiss watch factories saw markets 
expanding and a possible dearth of skilled labor approach- 
ing, that the idea took root of forming that skill locally. 

From that idea sprang the nine watchmaking schools 
that now equip the modern pupil with the knowledge re- 
quired to build machines, tools, watch calibres, cases, or 
with the skill to assemble parts, to time, and repair, in 
short, every and any activity connected with making and 
repairing of watches. Here the technique of the masters 
is retailed to eager students, each student absorbing the 
best knowledge of the day with the help of modern equip- 
ment. The method replaced or complemented to consider- 
able advantage the old method of handing down from 
parent to child or from master to apprentice the limited 
and specialized knowledge of the previous generation. 

Support was generously given, and still is, by local edu- 
cational authorities and by Federal subsidies without 
which the modest fees the pupils are required to pay would 
have been, and still are, manifestly insufficient to cover 
the running expenses and high cost of equipment. Com- 
parative figures recently analyzed showed a per capita cost 
for each scholar of £100 per annum, the fees ranging 
mostly from £8 to £20 per annum. 

The number of scholars to follow the courses varies 
from 18 to 250 in the larger communities, with an addi- 
tional equal number in various evening classes or special 
oral courses, and between 30 or 40 in the smaller com- 
munities. 

During the industrial depression of recent years the 
schools have opened their doors to unemployed men. The 
results have been encouraging where the trade previously 
followed was connected with watchmaking—but most of 
the men who previously followed some other calling are 
found to take insufficient interest in the scheme and finally 
drop out. Many unemployed of the younger generation, 
however, have very usefully completed their equipment in 
some specialized branch previously neglected. Supple- 
mentary governmental and cantonal subsidies to provide 
special classes for unemployed have been forthcoming as 
the number enrolled increased. In some towns by decision 
of local authorities, attendance at these classes of unem- 
ployed men under 25 has been made compulsory. Some 
of the classes have almost as many normal pupils in their 
regular classes as in the classes of the unemployed. 

Few of the schools are entirely specialized ones. Some 
are housed in the local Technical College, others have 
developed classes for the arts and crafts. Their specializa- 
tion is mostly limited to their equipment and to the spe- 
cialized training and knowledge of their headmaster and 
instructors. The curriculum of several schools shows that 
the program of the watch classes dovetail with those of 
closely allied trades such as mechanical engineering, ma- 
chine construction, wireless apparatus, case making, elec- 
tric clocks, automatic machinery, etc. 
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The courses connected particularly with the electrical 
trades have been followed recently by a growing number 
of pupils. In some cases the school has had to refuse ap- 
plications to avoid overcrowding. The activity in this 
branch of modern science more than compensates the 
slackness of other branches, notably in the case-making 
section, where the number of pupils has decreased con- 
siderably during the last five years. 

Some schools, momentarily all too few of them, have 
organized a commercial class, where pupils may be trained 
in the art of salesmanship as applied to the watch trade, 
but most of them leave the task to the commercial classes 
or to specialized commercial schools and evening classes. 
Attractive diplomas are issued to pupils to certify that 
their technical equipment is worthy of confidence in that 
they have followed with marked success the three or four 
years of intensive training required by the governors of 
the school. The diplomas are particularly prized by the 
repairers, who are able to exhibit them in their places of 
work in later life. 

An attempt is made to hold the classes to practical lines, 
comparable to those in current usage in modern work- 
shops. From the drawing office, for instance, calibre plans 
emanate that are passed along to the machine shops and 
work benches as they would be in a watch factory and 
several of the schools have in this way created their own 
watch and chronometer calibres and the pupils have ac- 
tually produced timepieces completely under the roof of 
the watchmaking school—an achievement of which they 
are justly proud. Practical work of this nature is pushed 
still further: from the special classes devoted to precision 
timing, chronometers issue forth to compete with those of 
the commercial experts at the Swiss National Observa- 
tories at Geneva and Neuchatel. Every now and then a 
chronometer from one of the schools will win a first prize 
and Observatory honors. 

One or two of the more distinguished pupils are some- 
times entrusted with the regulating of chronometers made 
by small local manufacturers before the chronometers are 
sent up to the Observatory for testing. 

Another sign of thoroughness on the part of these in- 
stitutions is the duration of the courses. One would be 
inclined to imagine that with their technical and practical 
equipment the schools could plausibly put the scholars 
through an intensive but short period of training at the 
“expense” of local industries. Any such procedure is 
frowned upon. Here is a typical list of periods of training: 
Draughtsmen, five years; mechanics, four years; horol- 
ogists, four years; watay repairers, three years; adjusters 
and finishers, two years. 


George A. Carey of the manufacturing jewelry concern 
of Spellmeyer & Carey, Attleboro, Mass., died at his 
home, 17 Holden St., that city, Oct. 21, after an illness 
of less than a week, following a heart attack. He was 
50 years of age. 
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WORKSOP WOES € QUWIFIRITIES 


YANIDE SOLUTION—lIn making cyanide solu- 
tion for removing tarnish from watch plates, and 
for cleaning silverware, what proportions of water and 
cyanide should be used? (Question No. 5026.) 
K. J. M. 


Answer—The average proportion for the solution for 
the purposes you name may be stated as one ounce of cy- 
anide to one quart of water. Drug stores now generally 
sell cyanide for jewelers’ use made up in egg-shaped 
pieces weighing one ounce each; this material is put up in 
cans containing one pound, and labeled “Jewelers’ Cy- 
anide.” There are, of course, sixteen of the “eggs” in 
each can. The proportions stated above for making the 
solution are right for most of the work; but if the tarnish 
is exceptionally heavy, it is advisable to use more cyanide 
—say, up to two ounces to the quart of water. Thorough 
rinsing in hot water, or washing with soap and water, is 
important after putting work through cyanide solution. 


RANDFATHER CLOCK-—I have come into pos- 
session of a clock of “Grandfather” type, that 
seems to have been made up of an American-made case 
and an imported movement. ‘The latter has on the dial 
the name “Tho. Grace, London.” What I would like to 
learn is about how old this clock is, and anything you 


could tell me about its maker. (Question No. 5027.) 
L. H. S. 


Answer—What we know about Thomas Grace is 
that he started his apprenticeship in 1704; and that he 
later was in business for himself in London, England; 
and that one of his clocks was made in 1720. As the 
customary apprenticeship was of seven years’ length, he 
should have become a “journeyman” workman by 1711. 
Generally a workman spent several years at least em- 
ployed by master-clockmakers, traveling around from 
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place to place (hence “‘journeyman’”), to get experience, 
before perhaps starting in business for himself. Allowing 
say five years for this, he possibly began business on his 
own account about 1716. So your clock was probably 
made since 1716—and this checks up with the fact that 
Grace did make a clock in 1720. It is not known in 
what year Grace discontinued business. But taking the 
average period of the careers of many, to be about thirty 
years, it would be fair to assume that your clock was 
made between 1716 and 1746. So it would be approxi- 
mately 200 years old. 


UST—(1) How may rust be removed from steel 

parts of watches, and how prevented? 

(2) What is the proper way to straighten bent train 
wheels? 

(3) Is cottonseed oil better than water for hardening 
and tempering steel ? 

(4) How may steel be annealed, after it has been 
hardened and tempered? 

(5) Are Swiss-made hole jewels all right for replac- 
ing broken jewels in American watches? 

(6) What company makes the best watches at the 
present time? ‘This is to settle an argument with a 
customer. 

(7) Where can I find a book telling exactly how 
watches are made in factories nowadays, all details from 
the designing of a watch on paper, through all operations 
for making the parts down to the final adjustments? 


(Question No. 5028.) M. F. 


Answers—(1) Rust may be removed easily enough, 
by immersing parts in kerosene, then brushing with a brass 
scratch-brush. But this will not remove the “pits” left 
in the steel eaten out by the rust. Pits must be removed 
by grinding the metal to a fresh surface, with iron laps, 
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WE RECOMMEND 


For retail jewelers not yet in a position to enroll in 
the American Gem Society Course No. 012 (the first 
step toward Registered Jeweler and Certified Gem- 
ologist) or for his watchmaker or other assistants. 


A NEW SHORT COURSE 


COURSE +100 OF THE AMERICAN 
GEM SOCIETY 


A short semi-scientific introduction to Gemology, in- 
cluding a complete scientific classification of all gems, 
etc. Complete in 8 weekly lessons. Price—$18.75 


A NEW BOOK 


THE STORY OF GEMS. 
By -Herbert Whitlock. Price— 3.50 


(An interesting, easily read, but valuable story.) 


For the jeweler, his watchmaker or his assistant who 
has not yet determined to study, but wants to know 
more about gems. 
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or a dental brush in the lathe, using oilstone powder and 
oil; then the surfaces should be polished, if that was the 
original finish, by use of laps made of bell-metal, tin, or 
ground glass, with diamontine or rouge and oil. Preven- 
tion of rust is mostly a matter of avoiding contact with 
water, etc. 

(2) Train wheels are trued in calipers, bending them 
true just as in truing balances. 

(3) For hardening steel as this is done in repair-work, 
water is better for quenching than any kind of oil. After 
hardening, heat parts, for tempering, on a hot metal plate. 

(4) Annealing steel is done by making it red-hot and 
then cooling it very slowly by burying it in ashes or any 
other powdered substance that will conduct heat slowly. 

(5) Yes; most of the jewels used in the manufacturing 
of American watches are made in Switzerland. 

(6) This must depend upon what type watches are in 
question. Your question should state the purpose for 
which the watch is to be used. 

(7) Such information as is published on this subject, 
is scattered through a number of books, a list of which we 
have mailed you, from which you may make a selection, 
of the titles we have marked. 





School of Horology at Bradley Polytechnic 
Institute Surveys Long Record 


N a tree shaded college campus, in the heart of the 

Illinois corn belt, the School of Horology at Bradley 
Polytechnic Institute, Peoria, IIl., is this year celebrating 
its golden anniversary. 

For fifty years the school has gone quietly forward, 
serving the jewelers of America. 

It is reported that more than 10,000 skilled watch- 
makers have gone forth from the time-honored halls of 
this school since it was founded in 1886. 

Students have been attracted to its classes from the far 
corners of the globe, giving an idea of how widely its 
reputation has spread. These have come from Alaska, 
Canada, Central America, England, Germany, Hawaii, 
Italy, Japan and Korea, Honduras, Mexico, New Zealand, 
Nova Scotia, Norway, Panama, Persia, The Philippines, 
South Australia, South Wales, Spain, Sweden, Syria, 
Turkey, Puerto Rico and Venezuela, besides the 48 states 
and the District of Columbia. 

This well-known Illinois school is proud of its recog- 
nition as one of the finest Horological schools wherever 
the jewelry trade exists, as exemplified by many jewelers 
who attended Bradley sending their own sons for that 
thorough training which they enjoyed in the days of their 
youth, and that close association with zestful activities 
of the undergraduate campus which makes up, in large 
measure, college life. 

Bradley Institute is situated on the westerly edge of the 
city of 115,000 population. It offers the accepted degrees 
in the arts and sciences, besides many technical and special 
courses. It is under the direction of Dr. Frederick R. 
Hamilton, president, and like its Horological School, 
draws students from a wide area throughout the United 
States. 

The Horological school proper is a continuation of the 
Parsons Horological Institute, founded by J. R. Parsons 
of LaPorte, Ind., in 1886. In 1892 it was brought to 
Bradley by the Institute’s founder, Mrs. Lydia Bradley, 
where it has since remained. 
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The school comprises five divisions or departments, all 
completely equipped with most modern machinery and 
teaching devices. Elementary watchwork, clock repair, 
finishing, engraving and jewelry and gemology are taught 
by a skilled staff of instructors. The Institute also main- 
tains a service in aiding graduates to find positions in the 
jewelry or watchmaking field. 

Many complimentary and congratulatory messages 
have been received by the school on its golden anniversary 
from many organizations in the watch and jewelry in- 
dustry, as well as from many graduates throughout the 
country. 

The tradition of service which has set the Bradley In- 
stitution as one apart is perhaps most admirably illustrated 
by the faculty. George J. Wild is dean of the school, 
having been previously the valued assistant of Dean Allen 
T. Westlake, who died in 1931 after more than 30 years 
of continuous teaching. .Fred E. Brown, chief instructor 
in the department of watchwork, has been in that position 
since 1902; and Charles E. Carrier and William F. 
Fickeisen have been faculty members since 1919, now 
directing the jewelry and engraving departments, respec- 
tively. 

The United States Government was quick to sense 
the value of the school in the Mid-West during the hec- 
tic days of the World War. — 


Watchmakers’ Certificates Granted by H. I. A. 


At a meeting of the Examining Board of the Horo- 
logical Institute of America held in Washington, D. C., 
on Sept. 15, watchmakers’ certificates were granted as 
follows: 


CERTIFIED WATCHMAKER 


NAME ADDRESS EMPLOYED BY 
Wade Francis McDaniel Fairmont, N. C. <A. L. McDaniel & Son 


Juntor WATCHMAKER 


Peoria, IIl. Student at Bradley Inst. 
Oregon City, Ore. Burmeister & Anderson Co. 
Peoria, IIl. Student at Bradley Inst. 
Peoria, Ill. Student at Bradley Inst. 


H. Francis Law 
Roy Noklaby 

E. Hershel Scoggin 
N. Harold Willitts 





“Dean of Accomplishment” 


Deep-rooted traditions and their maintenance are in the 
final summation the basic reasons for stable success: a 
success that is not ephemeral. The ideals of integrity and 
performance still stand: they denote confidence and they 
engender success because of the confidence they create. 

In this respect the performance of Ferdinand T. 
Haschka has been time-tried and found not wanting. In 
horological circles his endeavor has given him the repute 
of the “dean of accomplishment.” He knows watches, 
their operation, foibles, quirks and idiosyncrasies as do 
few men. For Mr. Haschka has served the trade for 
sixty years: three score years of salient endeavor with 
integrity as the keynote. It has made him known through- 
out the country. 

Mr. Haschka recently retired from Tiffany’s as watch- 
maker after 34 years with that firm. Shortly after his 
retirement he was the guest at a testimonial dinner given — 
by members of the Horological Society of New York, Inc., 
in celebration of his seventy-fifth birthday. This society 
was organized to preserve the art and science of watch- 
making.—A merican Business Survey. 





Special Notices 


Payable invariably in advance. 


Rates under all headings except 
“Situations Wanted” $1.50 for first 25 
words. Additional words, 5c. a word. 


SITUATIONS WANTED 75c. for 
first 25 words. Additional words 5c. a 
word. 


Heavy type, $3.00 for first 25 words. 
Additional words, 10c. a word. 


Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 


If answers are to be forwarded, 15c. 
extra to cover postage must be en- 
closed. 


Advertising matter. addressed to 
Classified advertisers will not be de- 
livered. 


Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 


Special notice forms close 20th of 
month. 


Unless the advertiser instructs us to 
publish his name and address, all 
answers will be directed care The 
Jewelers’ Circular-Keystone. 


In answering ads, do not enclose 
original letters of recommendations, 
send duplicates. 

To avoid unnecessary correspon- 
dence mention your location in the 
advertisement. 


Jewelers’ Circular-Keystone 
239 W. 39th St., New York 


Situations Wanted. 


Under this heading, 75c. for first 25 
words, 5c. for each additional word; 
minimum charge, 75c. 





WATCHMAKER, 20 years’ experience, 
wishes position, salary or commission. 
Address Frank Abernethy, 32 Granada 
St., Saint Augustine, Fla. 





EXPERT PEARL STRINGER over ten 
years’ experience with finest jeweler 
abroad, seeks position. Address “H., 
5284,’ care Jewelers’ Circular-Keystone. 





WANTED POSITION by an optometrist 
registered in Texas, who can also do 
watch repairing. Address “F., 5266,’ 
care Jewelers’ Circular-Keystone. 





IF YOU ARE IN NEED of a watchmaker, 
jeweler or optician, write to Henry 
Paulson & Co., 37 So. Wabash Ave., 
Chicago, Ill. 





STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished, no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 





WANTED POSITION as watchmaker; 
Bradley graduate, two years’ experience, 
single, honest; go anywhere. Address 
— 5227,” care Jewelers’ Circular-Key- 
stone. 


WATCHMAKER, experienced and capable 
in all grades of work, single, 40 years 
of age; good references; splendid sales- 
man. Address ‘‘M., 5224,’’ care Jewelers’ 
Circular-Keystone. 


YOUNG MAN, thoroughly experienceg 
retail and pawnbroking business, expert 
salesman and appraiser; finest refer. 
ences. Address ‘‘M., 5311,’’ care Jewel}. 
ers’ Circular-Keystone. 





WATCHMAKER and all around jeweler, 
30 years’ experience, wishes steady posi- 
tion anywhere; Al references from New 
York concerns. Address ‘‘A., 5214,’’ care 
Jewelers’ Circular-Keystone. 





YOUNG LADY, many years’ experience 
with jobbing jewelry line, desires posi- 
tion in order and repair department. 
Address “‘O., 5322,”’ care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER (Finnish), 25 years’ ex- 
perience, complicated and baguette 
watches, expert on making new parts. 
Address A. Paukku, 521 41st St., Brook- 
lyn, N. Y 





JEWELRY DESIGNER, young lady, five 
years’ experience, also knowledge of 
selling; Al references. Miss M. Tiger, 
4163 54th St., Woodside, L. IL, N. Y. 
Havemeyer 9-2053. 





SALESMAN, having long acquaintance 
with department store buyers, retail 
jewelers, would like to connect with a 
manufacturer. Address ‘‘Reliable, 5329,” 
care Jewelers’ Circular-Keystone, 





FIRST CLASS JEWELER, stone setter 
and engraver, 25 years’ experience; best 
references; salary $40 weekly. Address 
“V., 5296,” care Jewelers’ Circular-Key- 
stone. : 





MEET THIS MAN if you require the im- 
mediate services of a thoroughly experi- 
enced retail jewelry salesman. Ad- 
dress “‘B., 5301,’’ care Jewelers’ Circular- 
Keystone. 





JEWELER, high grade on gold mountings, 
cast and die work, can make models, 
wishes a position as foreman; go any- 
where. Address ‘X., 5298,’’ care Jewel- 
ers’ Circular-Keystone. 





CREDIT MAN, capable, efficient and thor- 
oughly seasoned seeks connection with 
future; employed at present; details on 
request. Address “‘L., 5246,”’ care Jewel- 
ers’ Circular-Keystone. 





ENGRAVER, 20 years’ experience in let- 
tering and monograms, desires change; 
preference Maryland or vicinity; per- 
manency desired. Address “L., 5255,”’ 
care Jewelers’ Circular-Keystone. 





EXPERIENCED WATCHMAKER, fair 
engraver and stone setter, desires posi- 
tion; salary $30 per week; married, 
age 38. ‘‘Watchmaker,” 1405 Ever- 
green St., Montgomery, Ala. 





WATCHMAKER, Al mechanic, 20 years of 
experience, desires permanent position 
New York or vicinity; salary $30. Ad- 
dress ‘‘R., 5282,’’ care Jewelers’ Circular- 
Keystone. 





ENGRAVER, letter and ornamental, . 20 
years’ experience, desires steady posi- 
tion; will go anywhere. George Whit- 
church, 516 Book Store Bldg., New Bed- 
ford, Mass. 





WATCHMAKER, 20 years’ experience on 
baguettes, railroad work, light jewelry 
repairs, and expert on diamond assort- 
ing, etc.; salary $40. Address “‘P., 5281,”’ 
care Jewelers’ Circular-Keystone. 





MODELMAKER—CAST RINGS, models 
on ladies’ and gent’s diamond mountings 
and stone rings; attractive designs. Ad- 
dress ‘‘S., 5229,’ care Jewelers’ Circular- 
Keystone. 





BOOKKEEPER, full charge, competent, 
eight years’ experience, wholesale 
diamonds and jewelry; excellent refer- 
ences. Address ‘‘P., 5314,’”’ care Jewel- 
ers’ Circular-Keystone, 





AT ONCE, expert all around watchmaker 
jeweler, engraver, diamond setter, o¢ 
single line; state wages; South, West or 
Florida preferred; season or permanent 
W. T. Lambert, P.O.X. 92, Sumter, §, ¢ 





WATCHMAKER, can do all repairs, clock 
watch; age 29, eight years’ experience: 
will go anywhere South; will start for 
$15 per week. Address John B. Turner 
R. 2, Box 69, Pink Hill, N. C. . 





WATCHMAKER and optometrist, college 
training, Ohio license. 25 years’ experj- 
ence, good workman and refractionist, 
will do one or both; open October 15th, 
Address “X.Y.Z. 5188," care Jewelers’ 
Circular-Keystone. 





YOUNG MAN, age 28, seven years’ ex. 
perience with retail and _ wholesale 
jewelry concerns, best references, de- 
sires position New York or vicinity, 
Address ‘“‘C., 5330,’’ care Jewelers’ Cir. 
cular-Keystone. 





BOOKKEEPER-TYPIST, young woman 
ten years’ varied experience jewelry 
line, capab'e taking full charge, manu- 
facturing jewelers; excellent references, 
Address “C., 5216,’”’ care Jewelers’ Cir- 
cular-Keystone. 





CERTIFIED WATCHMAKER, master re- 
building of fine American and all foreign 
makes, position adjusting, repeaters, 
timers; 30 years’ shop and store experi- 
ence. “Watchmaker,” 8434 Wiswel? 
Ave., Cincinnati, Ohio. 





MASTER WATCHMAKER, equipped with 
Western Electric Rate Recorder to do 
rapid and precise work, wants job in 
West: $60 per week to start. Address 
““H., 5274,”’ care Jewelers’ Circular-Key- 
stone. 





JEWELER with complete knowledge of 
the business including the purchase of 
diamonds and other precious stones, 
seeks position; has over ten years’ ex- 
perience. Address ‘“T., 5285,” care 
Jewelers’ Circular-Keystone. 





WATCHMAKER, competent, experience 
with first class trade, age 27, can do 
clockwork and engraving, desires posi- 
tion with reliable concern, anywhere. 
Address “‘G., 5268,’’ care Jewelers’ Cir- 
cular-Keystone. 





YOUNG LADY, assistant bookkeeper, 
stenographer, typist; high school gradu- 
ate: three years of experience; New 
York City or vicinity preferred. Ad- 
dress ‘‘S., 5294,’’ care Jewelers’ Circular- 
Keystone. . 





WATCHMAKER FOR FLORIDA winter 
season in Miami or Palm Beach pre- 
ferred; have long experience on fine 
sma'l watches, with high grade New 
York jeweler; good references; can also 
wait on trade. Please reply ‘“‘N., 5236,” 
care Jewelers’ Circular-Keystone. 





SALESMAN, with following, capable of 
building good business, with thorough 
knowledge of manufacturing and job- 
bing; also interested in obtaining part- 
nership; must be _ reliable. Address 
“M.. 5247,” care Jewelers’ Circular- 
Keystone. 








SALESMAN, unusually fast, pleasing ap- 
pearance, not high pressure; distinct as- 
set for credit store; American, 16 years’ 
experience; available November 17th; 
finest references; South preferred. Ad- 
dress ‘‘W., 5283,”’ care Jewelers’ Circu- 
lar-Keytone. 
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Openings of Retail Jewelry Stores Forge Ahead 
in Many States; Big Sum Spent for Improvement 


Impressive upswing in the number. of 
new retail jewelry businesses apparently 
attests an about face from conditions that 
prevailed during the last several years 
and that produced a decline in outlets. 

In at least 28 states new jewelry stores 
have thrown open their doors during the 
last few weeks. They are situated in 
more than 50 cities. Many of the new 
businesses are housed in air-conditioned 
establishments, are equipped with new 
fixtures, and have modern fronts and 
other arrangements for efficient mer- 
chandising and the comfort of their 
patrons and sales staffs. 

Minnesota, Wisconsin, California, Ten- 
nessee, Pennsylvania and Ohio are states 

in which between three and five new re- 
tail jewelry stores have opened recently, 
according to a partial survey. Un- 
doubtedly, the survey fails to list the en- 
tire number of September and October 
openings. 

A second Crown Jewelry Co. unit in 
Indianapolis has been opened at 4 W. 
Market St., under the title, “Ta-Vel’s,” 
Maurice Tavel, manager. 

“Mandell’s” is the name of a new 
retail jewelry business at Spokane, Wash. 

W. K. Chandler is owner and mana- 
ger of Chandler & Co., a new credit 
jewelry business at Waynesville, N. C. 

Lutto, Jewelers, Inc., a new business 
at 426 E. Broad St., Richmond, Va., has 
Morris Lutto as president and general 
manager. 

Under the title, Dan-Chester Co., Dan 
M. Silverblatt and Chester A. Young 
have inaugurated a credit jewelry busi- 
ness in the Ohio Building, 235 St. Clair 
St. Toledo, Ohio. 

David K. Lerner is manager of the 
new Gale Jewelers store at 52 E. Main 
St. Waterbury, Conn. 

M. M. Gordon of Houston, Tex., will 
open a new jewelry store about Nov. 1 
in the lobby of the Elks lodge, 3rd St., 
Baton Rouge, La. 

Gensler-Lee has opened its second 
San Francisco and its 12th California 
store at 2578 Mission St. 

Clarence E. Anson has opened a re- 

pair business at Pine City, Minn. 
; Seventh unit of the Charles Laubheim 
jewelry and home appliance stores has 
been opened at 26 Carlisle St., Gettysburg, 
Pa, William Kegel, manager. 

Under the management of Henry 
Stewart, the North Chicago Jewelry 
Store has been opened at 1711 Sheridan 
Road, North Chicago. 

Edward Gallitz of Green Bay, Wis., 
has opened a jewelry business in the 
Lentz Building, Clintonville, Wis. 

Operating as Friedmans Jewelers, a 
fifth unit of the Savannah, Ga., chain 
has been opened at Macon, Ga., with 
Harry L. Waters, formerly in charge 
of the Augusta unit, manager. 

Posner’s Jewelry Store, a branch of 
the establishment at Mt. Pleasant, Pa., 
has been opened in the Second National 
Bank Building, N. Pittsburgh St., Con- 
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nellsville, Pa., Bernard Posner’ in 
charge. 

A. W. Miklautz opened a repair shop 
in the Morgan Bldg., Loyal, Wis., Oct. 1. 

Frank J. Krug, in the wholesale jewelry 
business more than 20 years, has opened 
a retail business at 526 Warren Street, 
Hudson, N. Y. 

Franks, Inc., is the name of a new re- 
tail business opened Oct. 9, at Union, 
S. C., Frank Gaspar president. 

A new retail business, the Hyannis 
Jewelry Shop, Hyannis, Mass., was 
opened Oct. 24, Hyman N. Hirsch, Fal- 
mouth, Mass., manager. 

Deutsch-Lowell Co., was opened Oct. 
5, in the Swetland Bldg., Cleveland, O., 
by Otto Deutsch and Felix Lowell. 

Meyer Jewelry Co., manufacturing and 
retail, was opened in the Kilgore Hotel 
Building, Kilgore, Tex., Sept. 16, by 
Ralph H. Meyer and Theodore D. Wil- 
loughby. 

Menikow’s is the title of a retail jewel- 
ry business begun Sept. 12 at 5 S. Main 
St., Memphis, Tenn., and operated by 
John Mednikow, formerly of Kansas 
City, Mo. 

The Rider Jewelry Co., Baton Rouge, 
La., has opened a new unit at 462 Co- 
lumbia St., Bogalusa, La. M. A. Haik, 
manager. 

A jewelry store and watch repair shop 
has been opened in the Hotel Woodland 
building, Woodland, Cal., by Joe Harling. 

A business in importing and cutting 
semi-precious gem stones, and manufac- 
turing opal and moss agate jewelry has 
been organized under the name of McAtee 
Lapidary & Mfg. Co., at Faribault, Minn. 
Fred McAtee is general sales manager. 

Herzog & Hueffmeier, watch materials 
and supplies house, has begun operations 
at 431-432 Ryan Building, St. Paul, Minn. 

Dexter Higgins, Poplar Bluff, Mo., has 
opened a repair business at Martin, Tenn. 

A new store, operating under the name 
of Hensley & Bickett, was recently opened 
on Sherman Ave., Marshfield, Ore., by 
Lee Bickett and C. F. Hensley. 

Fred B. Dreifus, Detroit, has leased the 
first floor and basement at 60 S. Main 
St., Memphis, Tenn., for 10 years at a 
total rental reported at about $80,000 for 
the establishment of a new _ installment 
jewelry business, after remodeling. 

A jewelry department has been opened 
at the Kay-bee store, South Bend, Ind. 

With the removal of its business from 
Selma, Ala., the Elebash Jewelry Co. has 
established its headquarters in a new store 
which was opened Oct. 1 in Broadway, 
Columbus, Ga. Other Elebash (LeGrand) 
stores are in Montgomery, Ala., Pensa- 
cola, Fla.; Chattanooga, Tenn.; and 
Jackson, Miss. 

The new store of the Darling Jewelry 
Co., was opened Sept. 17, at Third and 
Main Sts., Jamestown, N. Y., S. A. Meyer 
and G. B. Darling, proprietors. 

Two new stores have been opened by 
the Savolainen Co., Inc., which conducts 
a system of jewelry stores in the lake 
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states. One of the new stores is at 12th 
and Tower Ave., Superior, Wis., and 
the other is at 316 Grant Ave., Eveleth, 
Minn. 

John V. Quinn, who for the past five 
years was connected with the Michel 
Jewelry Store, Portage, Wis., has begun 
business in the Hotel Raulf building, 
Portage, under the name of Quinn’s 
Jewelry Store. 

Ed Montandon has opened a repair 
shop and jewelry store on Main St., 
Brookville, Ala. 

A jewelry and antique business will be 
established soon in Juneau, Alaska, by 
Henry W. Stohlton, who until recently 
had been display manager of the jewelry 
store of Louis Friedlander, Seattle, Wash. 

L. A. Line, who engaged in the watch, 
clock and jewelry repair business at Cam- 
bridge, Neb., has, with his son, William 
Line, opened a new jewelry store at Col- 
ton, Cal. 

Majors Arnold will engage in watch 
repairing and carry a line of jewelry at 
a store recently opened by him at Rector, 
Ark. 

Iva Huneycutt, who operates a store 
at Tulia, Tex., has opened a _ second 
place of business at Big Spring, Tex. The 
Tulia store will now be managed by Mr. 
Huneycutt’s brother, Dr. S. F. Huneycutt. 

Herbert Brown, formerly employed by 
the Kay Jewelry Co., Inc., has opened a 
credit jewelry store at Lander, Wyo. 

George H. Stichter, for 13 years con- 
nected with the former Carl Koch Co., 
Inc., Columbus, Ohio, jewelers, has en- 
tered business for himself. 

F. E. Freeman is proprietor of a newly 
opened jewelry store at 434 Main St., 
Stevens Point, Wis. 

A credit jewelry department has been 
opened in the Livingston department store, 
811 Market St., Wilmington, Del. 

Max Wolfsen is the proprietor of a 
jewelry store recently opened at 207 E. 
Eighth Ave., Homestead, Pa. 

Paul Crider, formerly at McKenzie, 
Tenn., has opened a retail business in 
Brownsville, Tenn. 

The Rogers Jewelry Co., 228 Adams 
St., Fairmont, W. Va., has been opened by 
S. A. Meyer, Henry LeVine, Jerome 
Meyer and Harry Tannebaum. 

A fifth unit operating under the name 
of Helzberg’s Diamond Shop will be 
opened about Nov. 1 at Walnut St. and 
Sixth Ave., Des Moines, Ia. Other units 
of the firm, of which B. C. Helzberg of 
Kansas City, Kan., is president, were 
founded in the latter city in 1916, in 
Wichita in 1923, in Topeka in 1926, and 
in Kansas City, Mo., in 1929. 

Frank Myer, Bloomington, Ill, has 
taken a location on East Main St., Fair- 
bury, Ill, for a jewelry and watch repair 
shop. 

Schneider’s Credit Jewelers, Inc., has 
leased quarters for its third store in St. 
Louis, Mo., at the southwest corner of 
Cherokee and Iowa Sts. 

S. E. Thompson, watch and clock re- 
pairer, recently of Rose Hill, Va., has 
opened a new jewelry repair shop at 
Ravenna, Ky., at Eighth and Broadway. 
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It is suggested in some quarters that the law was de- 
signed primarily to prevent chain stores and other large 
purchasers from obtaining excessive and unreasonable ad- 
vantages over smaller competitors and that Congress 
therefore had in mind transactions of great magnitude 
and that not every discrimination in price by smaller or 
insignificant business interests would come within the 
intent and purpose of the Act. As against that sugges- 
tion and argument those who are clothed with the author- 
ity to enforce the Act may very readily reply that the 
Congress, after careful consideration, was dissatisfied with 
the Clayton Act and for that reason passed this law. 
Those who enforce the Act may therefore rule that all 
competitors under like circumstances are compelled to an 


equality of price. You readily see the difficulty of business ° 


men when confronted with a situation of this character. 
As someone has asked the question, ‘How is he to define 
the extent to which he may discriminate without obtain- 
ing the prohibited degree of injury?” It would appear 
that the only possible way to avoid charges under this law 
is for business men to avoid price variations altogether 
except under the recognized exceptions set forth in the 
Act. 

Another serious innovation is brought into the Act 
under Section 1 (b), which provides that a mere showing 
of a discrimination in price or services or facilities con- 
stitutes a prima facie case of violation of the law and that 
the burden of proof of rebutting such a prima facie case 
shall be upon the person charged with a violation of this 
section, and unless justification shall be affirmatively 
shown, the Federal Trade Commission is authorized by 
order to terminate the discrimination. It is noted that 
this ruling is laid down for the Federal Trade Commis- 
sion. There is little doubt but what a court would very 
likely follow the same rule when the case reaches a point 
for judicial determination. 

It is true that generally speaking under the Act, in 
order for one to be charged with discrimination, his acts 
must affect competitors. In other words, when competi- 
tion is not affected, differences in prices are apparently 
not forbidden under the law. However, under Sections 
2 (c) and 2 (e) of the Act, there is a question as to 
whether the prohibited discrimination must affect com- 
petitors in order to be violative of the Act. 

There is nothing in the law that prevents the seller 
from choosing his own purchaser, provided his conduct is 
a bona fide transaction and not in restraint of trade. 
However, Congressman Utterback, in his discussion of 
the Bill, stated that a seller could not select a purchaser 
for one of his articles and refuse to sell him other articles 
while at the same time selling the other articles on favor- 
able terms to someone else. 

It is also observed that in order to be a violation of the 
law a discrimination must be in respect to “commodities 
of like grade and quality.” This means that sellers have 
the right to grade their products and thereby establish 
the proper differentials as well as to sell goods below 
standard at discounts and upon proper terms, provided 
always, however, that they may not use this exception as 
a subterfuge to defeat the Act. Their conduct must be 
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in good faith, otherwise the discrimination may not be 
justified under the law. You business men can imme- 
diately see the serious difficulties that may be raised, not 
only as questions of fact, but as questions of law, when 
so-called branded goods are given special brand names 
and sold to large wholesalers, mail order houses and chain 
stores. 

There is another serious question which presents itself 
when you come to a determination of the method of 
quality differentials. The law specifically provides that 
differentials are not prohibited which make “only due 
allowances for differences in the cost of manufacture, sale 
or delivery resulting from the differing methods or quan- 
tity in which commodities are to such purchasers sold or 
delivered.”” Here discounts based on different methods of 
sale or delivery and quantity discounts are permitted. 
What are “only due allowances for differences in cost” 
presents problems which must be worked out by a fair, 
reasonable and practicable construction of the law. How 
it will be done, who will do it, under what circumstances 
it will be done, and the results obtained must await the 
action of the authorities who are authorized to interpret 
and enforce the law. The Federal Trade Commission is 
authorized to fix quantity limits beyond which a further 
increase in quantity could not be made the basis for 
additional quantity discounts. Apparently, under the Act, 
there is no quantity limit until the Commission has estab- 
lished one. The set-up of this provision presents serious 
doubts as to whether it is a proper delegation of power 
to the Commission. Recent decisions of the Supreme 
Court would appear to justify the statement that this 
delegation of power is not sufficiently defined to support 
its legality. 

It is believed that functional differentials, such as to 
manufacturers, wholesalers and retailers, may still be 
allowed under the Act. There is a difference of opinion 
about it, but it would certainly be surprising to those 
who supported this Bill if they should discover that they 
have legislated their own discounts out of existence. 
Those who argue to the contrary contend that where a 
manufacturer gives one price to a wholesaler and sub- 
stantially the same price to a chain store, the smaller 
retailers, who are customers of the wholesalers, will not 
be able to compete with the chain store business with 
this price differential. On the other hand, if the chain 
stores receive no more than a proper quantity discount 
over and above the ordinary retail discount, it is difficult 
to see where the small retailers have legal cause for com- 
plaint. The only way this could be determined would be 
for a final determination of the proper treatment of chain 
stores, or cooperative associations. Are they to be treated 
as wholesalers or retailers? Those questions are not dealt 
with specifically in the Act and great difficulty would be 
presented should Federal authorities make any effort to 
classify such. It is obvious that the seller must determine 
at his peril whether the purchaser in each particular case 
is, as a matter of fact, a wholesaler or a retailer. 

Of course, there is no determination in the law that 
the change in prices may constitute discrimination. In- 
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deed, if such were true, the industry of the country would 
be in an economic straitjacket. Sub-section (h) expressly 
states “nothing herein contained shall prevent price 
changes from time to time where in response to changing 
conditions affecting the market for or the marketability 
of the goods concerned, such as but not limited to actual 
or imminent deterioration of perishable goods, obsoles- 
cence of seasonal goods, distress sales under court process, 
or sales in good faith in discontinuance of business in the 
goods concerned.” This appears to be a very wise pro- 


vision and permits temporary price changes which are 
necessary to move over-supply of stock or to sell goods 
which may deteriorate or become obsolete... . 


SECTION 3 


We now come to Section 3 of the Act, which, if liter- 
ally construed, is dangerous and fraught with untold 
trouble. This Section may be construed as a method of 
adding criminal penalties to the civil remedies under Sec- 
tion 1. One of our highest authorities on anti-trust laws 
has said, “It is possible to construe the Robinson-Patman 
Bill as containing a very clever joker—designed 

“First, to prohibit discrimination generally in Section 1, 
and to include in that section alone the exceptions and 
limitations necessary to satisfy the more conservative mem- 
bers of Congress; and 

“Second, to defeat those limitations altogether by re- 
enacting substantially all the provisions of Section 1 with 
no exceptions or limitations whatsoever—and in addition 
to impose criminal penalties upon their violation. 

“T hope that Section 3 will not be given that construc- 
tion. If it is, I believe that it will be held unconstitu- 
tional.” 

Section 3 contains three clauses which make three 
things unlawful. They are: 

1. To be a party to, or assist in, any transaction of sale 
or contract to sell, which discriminates to his knowledge 
against competitors of the purchaser, in that any discount, 
rebate, allowance, or advertising service charge is granted 
to the purchaser over and above any discount, rebate, 
allowance, or advertising service charge available at the 
time of such transaction to said competitors in respect of 
a sale of goods of like grade, quality, and quantity. 

2. To sell, or contract to sell, goods in any part of the 
United States at prices lower than those exacted by said 
person elsewhere in the United States for the purpose of 
destroying competition, or eliminating a competitor. 

3. To sell, or contract to sell, goods at unreasonably 
low prices for the purpose of destroying competition or 
eliminating a competitor. 

The effect of the first of these classes, if the law is 
construed in the light of its language, is to prohibit dis- 
crimination in almost every conceivable manner. The 
exceptions contained in Section 1 are not a part of Sec- 
tion 3, except grade, quality and quantity discounts. All 
other discounts or price variations between competitors 
are prohibited. Such an application of the law makes 
every private industry offer the same price to every cus- 
tomer. It would do violence to the American system of 
production and distribution. Not only that, but, with 


our trusted Supreme Court, ever eager to preserve and 
defend the Constitution, we may anticipate in perfect 
security that such an interpretation and application of the 
law would meet with judicial disfavor. The recent de. 
cisions of that court in the rent case, Block v. Hirsch, 
256 U. S. 135, the milk case, Nebbia v. New York, 29} 
U. S. 502, and the Guffey Coal Act case, Carter v. Carter 
Coal Co., 56 S. Ct. 855, are ample proof of what would 
come of such folly. 

Let us therefore hope that a liberal and common sense — 
view will be taken. Let the law be so applied as to permit si 
business to be conducted in the long established American © 
way, free of unwarranted and unreasonable interference 
with the right of contract, and without any attempt to 
confiscate private property and property rights withow 
due process of law as provided in our constitution. Let” 
those who are empowered to interpret and apply this very ” 
novel Act be wise enough to prevent any greater degree” 
of uniformity than that which fell with the NRA. - Let” 
them use the “rule of reason,” which is so well known 
in anti-trust legislation. Or else, let us hope that the law 
meets its judicial death the first time it comes before the ” 
bar of our highest court. 

The second clause of Section 3 makes no material _ 
change in the similar provision of the Clayton Act, and 
need not here be considered. . 

Particular consideration must, however, be given to ~ 
that new and strange provision set out in the third clause 7 
of Section 3, which states it to be unlawful to sell, or © 
contract to sell, goods at unreasonably low prices for the 7 
purpose of destroying competition or eliminating a com- ~ 
petitor. The danger lurking in this provision becomes — 
apparent when you consider that upon its violation a — 
criminal conviction carries with it a fine of not more than ~ 
$5,000 or imprisonment for not more than one year, or © 
both. It would seem that legislation of such broad: and 
far-reaching character should be more carefully drawn, so 7 
as to give to those who operate under it full knowledge = 
of its meaning, as well as setting forth a standard of © 
doing business so that the innocent may not become a > 
criminal victim. Can any business man know when he ™ 
may be the subject of investigation and prosecution if he 7 
sells his merchandise at a lower price than his competitor? 7 
Who is to determine what is an unreasonably low price?” 
Must the seller do so at his peril? Does unreasonably ~ 
low price mean below cost, below a reasonable profit, or | 
below the existing market? Does it mean below the com-. 
petitor’s sales price? Does it mean below a price which 
will economically squeeze the competitor to financial 
death? Does it take into consideration varying costs of — 
production and distribution? Has market conditions, say ~ 
on slow-moving merchandise, anything to do with the © 
sales price? Does larger volume buying and selling at © 
consequent lower margins of profit result in a crime if a © 
competitor who buys in small volume suffers thereby? © 
Must every seller disclose to the world his costs of mer- | 
chandise if reasonableness of his prices is questioned? ... 

My personal view is that it is unwholesome, meddle- — 
some and unreasonable legislation of a highly doubtful ~ 
constitutional nature. 
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